











Featured in this issue: 
How long will 


supply of feature 
movies last? 


Index on page 5 





Ova! 


Railway Expres<¢ 
Studebaker-Pack 


United Newspap 


Upholstery Le } 
OBERT E. LUSK: Tv with showhanthip a 


Western Unio 








U-N-D-1-S-P-U-T-A-B-L-E 
DOMINAN ~ E 


| VIRGINIA. 


THE LATEST NOV. — PULSE SURVEY PROVES IT! 








SHARE OF AUDIENCE 




















_W T v R I= 36 
acum | = 35 
Laas) ~ 














AND WTVR HAS 6 OUT OF THE 15 TOP WEEKLY PROGRAMS 
PLUS 5 OUT OF THE 10 MULTI-WEEKLY PROGRAMS 


HOMES 
DOMINANT IN Reis 


MONTHLY, WEEKLY AND DAILY—DAY AND NICHT 
SEE NIELSEN COVERAGE SURVEY #2 


DOMINATE IN RESULTS 


BY CALLING ANY BLAIR TV OFFICE 
OR Wisur M. Havens 5-8611 


WTVR—RICHMOND, VA. 
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We will continue to 
serve you with the... 


* Finest in MUSIC 
* Latest in NEWS 


ALAN NORMAN 


- 10 a. m. 






that Lansing listeners 


enjoy the Now Cound. 
on WIJIM Radio ! 


A definite trend to the best! 
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LOU FIEDLER 
11:30 a. m. - 4 p. m. 





GEORGE SPELMAN 
4p. m.-8 p. m. 


* and personalities Lansing has learned to know and enjoy 





JIM a ang 


The musical voice of a great community 
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Our ratings are higher in saturated San Diego! 








SALES 
MGR. 


KFMB-TV 
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Of the top 50 shows in the San Diego Market, 49 are 
on KFMB-TV. Eight of the top 50 are Channel 8 pro- 
duced local programs. The 33rd show in the market is 
on Station A. Channel 8’s top program has the high- 
est Nielsen rating recorded on the West Coast in the 


December report.* gS AN D | E O 


America’s more market 


In San Diego there are more people, watching Chan- ‘tahoe 
nel 8 more, than ever before. 
* Nielsen, Dec. 1956 


WRATHER-ALVAREZ BROADCASTING.INC,. Edward Petry & Co., Inc. 














FEBRUARY 11, 1957 


Television Age 


29 THE FUTURE FOR FEATURES 
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ATLANTA 
DAIRY 
| SALES 

, UP 20% 


J. D. Gay, General Manager 
MISS GEORGIA DAIRIES, INC, 
of Atlanta, 
praises The Cisco Kid: 





ee 


“Sales are currently 
running approximately 
20% above normal from 
the same number of 
wholesale accounts .. . 
Cisco opened doors for 
us to put our products in 
one of the largest chains 
in this area. . . As long 
as The Cisco Kid is 
available as a tv show, 
Miss Georgia Dairies, 
Inc. will be proud to 
sponsor it.” 


Ask to see more success stories of 





THE WORLD'S GREATEST SALESMANI 


“THE CISCO KID” 


$6 New York 
Phone ; 

7 t Chicago 
Colles ; Cincinnati 


Today Hollywood 
Slevtstowre 
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ANNOUNCING... 
ARB'S ALL NEW 


METROPOLITAN 
AREA COVERAGE 
STUDY 


Information Obtained In January, 1957 ... 
Outdates All Available Coverage Studies! 


Markets reported in the ARB 1957 Metropolitan Area Coverage Study: 














Note that many markets are served only by TV stations located outside their own immediate 
area. Thus the study gives an excellent cross-reference check to station audiences and acceptance. 








ALABAMA Brunswick* MAINE Clovis* 
Decatur Butts County Houlton* Hobbs* 
Savannah* Roswell* 
ARIZONA Treutlen County MARYLAND Tucumcari* 
Yuma Vidalia* Hagerstown | 
Waycross* 
ARKANSAS NEW YORK 
Fort Smith* IDAHO MASSACHUSETTS Batavia* 
Hot Springs* Blaine-Camas County Adams* Binghamton* (Full 
Cassia County Pittsfield* Broome County) 
CALIFORNIA Glenns Ferry Elmira* 
Alturas* Gooding County MICHIGAN Hornell* (Full 
Eureka Jerome County Alpena* Steuben County) 
Fresno County Lewiston* Bay City* por manny 
Imperial County Lincoln County Big Rapids* empert 
Merced* Minidoka County Flint® 
Northern Kern County Twin Falls County Houghton* NORTH CAROLINA 
(Delano-McFarland- lronwood* Asheville* 
Wasco-Shafter) ILLINOIS a Lansing* rome “4 
Redding* Harrisburg* Marquette* Durham? 
Santa Clara County INDIANA Fayetteville* 
Sonora Richmond MISSISSIPPI Goldsboro* 
—* County See? Columbus* Greenville* 
ulare , Greenwood* Raleigh* 
eee pega ' 1OWA Hattiesburg* Roanoke Rapids* 
ora os Banos Fort Dodge Jackson Rockingham 
Sioux City Laurel* 
CONNECTICUT Spencer a NORTH DAKOTA 
Middletown* Storm Lake — Grand Forks 
FLORIDA KANSAS MISSOURI 
Broward County* Topeka St. Joseph OHIO 
& Defiancé* 
ay KENTUCKY MONTANA Lima 
Fort Pierce* Harlan* Helena* Springfield 
iLakeland* Hazard* Zanesville* 
Ocala* Madisonville* NEBRASKA 
pe sal - . Owensboro* arn 8 ‘ OKLAHOMA 
alm Beac oO ort atte 
— LOUISIANA Siduey® Ardmore® 
DeRidder* fat 
GEORGIA Jennings* NEW MEXICO 2d 
Ben Hill County Lake Charles* Alamogordo* Lawton* 
Bibb County Opelousas* Carlsbad* Oklahoma City 
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On February 11, 1957, ARB will release complete re- 
ports on television station reception and tuning prefer- 
ence in over 150 key TV markets not regularly covered by 
syndicated rating reports. Most of these have been in- 
fluenced by important television station changes during 
the past 10 months—new stations added, power increases, 
antenna moves, and new network affiliations. The only TV 
information you can afford to use for these markets is 
the latest. 


Data for this third annual “A to Z” report are produced 
by research techniques superior to any in the field. Here 
are the three outstanding advantages the study brings to 
the TV industry: 





OREGON Greenwood* 
Albany* Myrtle Beach 
Medford* Newberry* 

Spartanburg* 

PENNSYLVANIA Sumter 

Allentown* 
Chambersburg TENNESSEE 
Easton* 
sa Athens* 
Erie c ille* 
Snhedon Greeneville 
Lewistown Jackson 
Johnson City* 
vane ort Knoxville* 
P Morristown* 
Sparta* 

ser virl CARLA Sullivan County 
Anderson 
Dillon* 

Florence* TEXAS 
Greenville* Alice* 


1. Really large samples . . . in most cases 
500 completed interviews per area. 


2. Information obtained by interviewer . . . 
no mail ballots used. 


3. Delivery of results two weeks later .. . 
not 8 months. 


For every area covered figures will be furnished showing 
percentage of homes having TV, UHF saturation, if any, 
number of TV homes able to receive each station cover- 
ing the market, frequency of viewing, and viewing prefer- 
ences for both daytime and evening. 


One wise decision made possible by this study will more 
than save its modest cost. Your nearest ARB office has 
all the details. Publication date .. . February 11, 1957. 


Beaumont* WASHINGTON 
——. Colfax* 
rocke 
Groveton 
a WEST VIRGINIA 
S ter* Bluefield 
Sweetwater nn ae 
Victoria* Williamson* 
Woodville 
VERMONT WISCONSIN 
B ttl bo = Beloit* 
ee Fond du Lac* 
Green Bay 
VIRGINIA Janesville* 
Danville* La Crosse* 
Lynchburg* Watertown* 
Wytheville* Waukesha* 


*Significant change in last ten months (new station, power change, or network affiliation change) 





AMERICAN RESEARCH 


551 Fifth Avenue 
New York 17, N. Y. 
Murray Hill 7-3787 


National Press Building 
Washington 4, D.C. 
NAtional 8-0822 


BUREAU, INC. 


234 South Garfield Avenue 
Monterey Park 
Los Angeles, California 
CUmberland 3-3149 
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DENNCYLVANIAS 3rd TV MARKET 
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In 20 counties out of this 41-county coverage | 
} WJAC-TV serves 80 to 100% of TV homes! 
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JOHNSTOWN-ALTOONA TV AUDIENCE 


(Cambria and Blair Counties) 


The latest A.R.B. study (Nov.,1956) shows 


112 quarter-hour rating periods from 7:00 to 11:00 P. aa 
WJAC-TV leads in 105 periods 
Station B leads in 7 periods 


Of the top 25 night time shows. . 
... 1 on Station B! 
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. 24 are on WJAC-TV 








With over a million TV homes in its coverage area, WJAC-TV has a solid claim 
on Pennsylvania’s 3rd TV Market — and up-to-the-minute NCS figures point 
up what tremendous appeal WJAC-TV has for this responsive market. It 
reaches into 63% of the TV homes in this rich and prosperous area — and 
over half a million viewer homes follow WJAC-TV three or more days a week. 
That's a mighty potent punch to put behind your product — a selling force you 
need if you really want Southwestern Pennsylvania. 


ES SERVING MILLIONS FROM 
ee fy ATO? THE ALLEGHENIES 


JOHNSTOWN : CHANNEL & 
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WW4J-TV, with its consistent leadership and emphasis 
on quality, has given Detroiters another well-founded 
faith—faith that dialing Channel 4 provides the finest 
of television entertainment, complete and objective news 
coverage, outstanding community service features .. . 
all in good taste, always. 
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advantage to every advertiser. 
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First earth satellites for Project Van- 
gut have just been built by Detroit's 

rooks & Perkins, Inc. According to 
James S. Kirkpatrick, Vice President, 
the magnesium spheres will be launched 
during the International Geophysical 
Year and will travel in orbits 300 miles 
away in space. 


ASSOCIATE AM-FM STATION WWI 


Fst in Michigan - owned & operated by The Detrot News 


National Representatives: Peters, Griffin, Woodword, inc 
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Letter from the Publisher 


The Growth of Agencies 


The move of McCann-Erickson into its functional, spanking new 
offices at 485 Lexington Ave. dramatizes what has happened to the 
advertising-agency business over the past three decades. 

In 1939, when McCann moved into its offices at 50 Rockefeller 
Plaza, it had some $20 million in billing and 300 people. There was 
one timebuyer employed at that time and a total of 18 persons in 
media. In the new offices they will have 1,100 people on fourteen 
floors. There are now 20 timebuyers and a total of 130 people in 
media. The agency billings have soared to the near $200-million 
mark—more than half of these billings are in tv and radio. 

While McCann-Erickson is efficiently organized, its tremendous 
expansion in terms of people and billing means that from the 
standpoint of selling and servicing the agency there are more people 
to see, more bases to cover, more selling to be done by tv stations 
and their representatives than ever before. (This is true of prac- 
tically every major agency throughout the country.) A television 
sale involving the kind of money it does has become a “multiple 
decision sell.” Depending on the structure of the agency, it may 
involve the account executive, media research and marketing 
people, as well as timebuyers. This in a sense is the “new look” and 
an important transition that is taking place in television selling. 


Policy is Changing 


The McCann-Erickson move is reflective of another change that is 
perceptible in the advertising-agency business. For many years 
most large New York agencies have operated with a “passion for 
anonymity.” They have considered themselves in a pivot position 
between the client and the medium. Most of them shied away from 
doing any public relations, and they built a wall between them- 
selves and the press. This has been changing over the past few years. 
Several of the major agencies have emerged out of their detached 
shells and are willing to present themselves as substantial members 
of the business community. After all, a company that does a multi- 
million-dollar business and employs several hundred people cannot 
and should not in its own best interests give the impression of 
operating from the stratosphere. 

Our agency profiles are an interesting reflection of this change 
in policy. Through these profiles one gets a picture of the structure 
and organization of an important agency—and each agency is 
organized somewhat differently to meet the needs of its clients. You 
also get the philosophy and objectives of top management, as well 
as the valuable background and history of the operation. These 
profiles have been extremely valuable to advertisers, executives 
interested in the structure of their fellow agencies and to tv stations 
and reps. 

The Benton & Bowles story which starts on page 34 is the 20th 
in a series of profiles we have done on major agencies. We think 
you will find this story of interest and want to thank the executives 
of Benton & Bowles for their cooperation in enabling us to present 
it to you. 


Cordially, 




































This one television station 
delivers four standard met- 
ropolitan area markets plus 


@ 917,320 TV sets 

®@ 989,605 families 

@ 3% million people 

®@ $3% billion retail sales 

®@ $5% billion annual income 


WGAL-TYV 


LANCASTER, PENNA. 





NBC AND CBS 

Channel 8 Multi-City Market 
Harrisburg Reading 
York Lebanon 
Hanover Pottsville 
Gettysburg Hazleton 
Chambersburg Shamokin 
Waynesboro Mount Carmel 
Frederick Bloomsburg 
Westminster Lewisburg 
Carlisle Lewistown 
Sunbury Lock Haven 


316,000 WATTS 
STEINMAN STATION 


CLAIR McCOLLOUGH, Pres. 
Representative 


the MEEKER company, inc. 


New York Los Angeles 
Chicago San Francisco 


Martinsburg § Hagerstown 


| 
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Police Call] 


A WHIO-TV 
PUBLIC SERVICE 
PRODUCTION 








ARRESTED! 


A 31.0 Pulse rating for a public service show— and if that isn’t making 
friends and arresting people’s interest, we’d like to know what is! That 
rating makes Police Call* the highest rated local once-a-week show in the 
area—commercial, sustaining or public service! How’s that for producing 
and programming? 

What’s it to you? It’s another example of the programming and producing 
thinking that keeps the dials of the great Miami Valley Area market tuned 
to WHIO-TV. The same emphasis and techniques employed in our regular 
commercial efforts are always used in our public service presentations. And 
so—as Police Call introduces our citizens to our Police department in a 15- 
minute, once-a-week film plus live studio show conceived, produced and 
purchased under our direction—we get a big audience plus instead of 
incessant minuses. 


Your program belongs on a station like this in a market like this. Get 
facts and figures from our national rep.—Plain-clothes man First Class 
George P. Hollingbery. 

*6:45 P.M. MONDAYS 


One of America’s 
great area stations 


CHANNEL #@ DAYTON, OHIO 














444 Madison Avenue, New York 22 


Ludgin Profile 
We are all flattered and delighted 
by the article in your January 14 is- 
sue. | am not at all sure that we're 
as good as the article sounds, but it 
certainly is our intention to be so, and 
that is probably the spirit which you 

caught. ... 

EARLE LupDGIN 
Earle Ludgin & Co. 
Chicago 


Feature-Film Comment 
Congratulations on the excellent 
coverage of the feature-film situation 
in the current issue of TELEVISION AGE. 
The breezy style in which you have 
handled the film roundup makes for 
pleasant and informative reading. 
Now I am eagerly looking forward 
to the February 11th issue in which 
you will recap the feature-film pack- 
ages that each station is carrying. It 
should be a most valuable tool for 
everyone concerned with the business. 
Georce T. LaBopa 
Director Radio and Television 
Colgate-Palmolive Co. 


... the story, “Viewers Like Big-Time 

Movies” . . . represents a cogent piece 

of writing and certainly, pinpoints a 

very vital segment of today’s television 

programming. Our success in the field 

continues and we expect to set new 
records in the future. 

Warp L. QuaaL 

Vice President, 

General Manager 

WGN Inc. 


Your round-up articles on feature 
films in the December 3lst issue are 
to be commended. You have taken a 
volatile, controversial and in- 
teresting subject and treated it .with 


most 


excellent objectivity. 
Georce J. ABRAMS 
Vice President for Advertising 
Revlon 


New York 


. . « your December 31 issue .. . 
contained a great deal of useful in- 
formation, but you are to be particu- 
larly congratulated on the excellence 
of the feature film material. 


Georce T. SHUPERT 
President 
ABC Film Syndication 


... Viewers like Big-Time Movies” 

. is a fine story—well written and 
informative. 

Harotp C. Lunp 

Vice President 

Westinghouse Broadcasting Co. 

Pittsburgh 


Terrytoon Article 
Your big beautiful story about Ter- 
rytoons was a wonderful break for us 
. our studio is now undergoing ex- 
tensive alterations and additions. .. . 
Gene DEITCH 
Creative Director 
Terrytoons 
New Rochelle, N. Y. 
The story is terrific—we all like it 

very much. ... 

WiLuiaM M. WEltss 
General Manager 
Terrytoons 


(Continued on page 15) 
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The TopekAREA | 
Novemper 15-21, 1956 | | 

| 


RESEARCH 














MAXIMUM POWER 

| 316,000 watts 

| MAXIMUM HEIGHT 
1,010 feet 














TOPEKA, KANSAS 
Ben“Ludy, Gen. Mgr. 
WIiBW & WIBW-TV in Topeka 
Rep: Capper Publications, Inc. 
CBS 
ABC 





Take a look at 


SUNDAY 


All day Sunday—from 9:00 A.M. until 6:00 
P.M.—this 
WIBW-TV an undisputed first choice of 
viewers in the 20-county TopekAREA. 
Out of a total of 36 quarter-hours, WIBW- 
TV shows 32 first places and is tied for 
the remaining four. 


or ANY NIGHT 


In the 126 quarter-hours between 6:00 

- and 10:30 P.M., when competition is the 
| toughest, A.R.B. figures give WIBW-TV 
97 first and 26 second places. 


THIS SIX STATION MARKET 


Take a look at the map and see how per- 
fectly WIBW-TV’s 20-county saturation 
coverage fits your sales, distribution and 
merchandising picture. Then call 
Capper Man. 





latest A.R.B. report shows 


DOMINATE 


WITH WIBW-TV 


your 
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With the same outstanding management that has successfully guided 
one of the nation's outstanding radio stations for the past 30 years, 
Channel 12 is on the air with the full power of 316,000 watts, the 
latest RCA equipment and the only live, unduplicated program cover- 
age in the rich South Texas market. And Channel 12's rate structure 
has been realistically set to accommodate advertisers who are in- 
terested in reaching San Antonio with the hottest, livest television 
station in the Southwest! 


Complete programming of the vigorous ABC television network is 
combined with top film packages and some fine local shows. For 
FRESH, NEW availabilities in San Antonio the H-R folks or Clarke 
Brown Co. will be delighted to give you the full picture. 


Weare proud lee ugoreserctod by 


H-R TELEVISION, INC. 


NEW YORK @® CHICAGO ® LOS ANGELES ® 


CLARKE BROWN CO. 


DALLAS ® HOUSTON ® ATLANTA © NEW 
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ORLEANS © DENVER 
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Letter: Ss (Continued from page 13) 


Film Directors’ List 

I noticed in your December 31st 
issue under WHCT Hartford, Dan Ger- 
man is listed as film director. The list- 
ing is in error. Film director for WHCT 

is now John O. Downey. 
JosepH P. DowLinc 
Sales Promotion Manager 
wuct Hartford 


.. . | draw my checks from KFDM- 
tv, Channel 6, instead of the way you 
have it listed on page 64 of your De- 
cember 31st issue . . . please don’t 
bury me yet with the uhf that used to 
be. 

Mott M. JoHNnson 

Opr. & Comm. Mgr. 

KFDM-TV Beaumont 

Note: Through error Mr. Johnson was listed 
as film buyer for the now defunct KBMT 
Beaumont. He is, of course, with KFDM-TV 


and handles film buying as well as his duties 
as operations and commercial manager. 


Your December 3lst TELEVISION 
AGE . .. listing of “Film Directors and 
Editors of U. S. Television Stations” 
fails to list not only our station but 
even our city. KTTS-TV was the third 
station to begin operation in the state 
of Missouri, and I don’t understand 
how you overlooked our thriving me- 
tropolis in the Ozarks. . . . Our film 
editor is Ted Tucker and the under- 
signed is the buyer. 

C. Pearson Warp 
Manager KTTS-TV-AM-FM 
Springfield, Mo. 


Note: Our apologies for the. omission. 
Readers please note that Ted Tucker is film 
editor and C. Pearson Ward film buyer of 
KTTS-TV. 


. on your listings of film buyers, 
please eliminate the name of Judy 
Lawton as film buyer for KBMB-TV 
and insert Dennis Falk. 

F. E. Firzstmonps 
Manager 

KBMB-TV 
Bismarck, N.D. 


Children’s Influence 
We are interested in obtaining in- 
formation on the influence of children 
on buying habits. The Sept. 10, 1956, 
issue of TELEVISION AGE contained an 
article “A Little Child Shall Lead 
Them.” . . . If you have an extra copy 
(Continued on page 18) 
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GOOD SPORTS are good customers 
and you'll find them all on 














— 
SPORTS HEADLINES 6:00 pm Mon. thru Sat. ! 


| 

| LATE SPORTS NEWS 11:15 pm_ Nightly 
| SPORTS CLINIC 6:15 pm Tuesday 
SPORTS QUIZ 6:15 pm _ Saturday 
| LET'S TALK SPORTS 4:30pm _ Saturday 


a (following NHL Hockey) 


Talking Sports to sports-minded men and women is a 
quick channel of communication to take for finding a 


receptive, interested audience. 


And Channel 4- Buffalo is the station to take you to 
most of the sports-minded, most often! For WBEN-TV 
features sports in its local programming, reports sports 
— accurately and completely — in its twice daily sport- 
casts, and presents CBS Network Sports events to 


Western New York's largest audience. 


If, making quick and easy sales is foremost in mind, 
consider the sports-minded that consistently favor view- 


ing on WBEN-TV! It’s a big audience . . . in a big 





market! Write or call today for details and avail- 


abilities. 


Represented Nationally by: 
Harrington, Righter & Parsons, inc. 


WBEN-TV 


CBS IN BUFFALO 


your dollars count 
for more ...on ch. 
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ew York’s favorite movie program! 


PULSE ASKED ON DECEMBER 8: 


“If it became necessary to take all of these movie programs off 
television — except one — which one would you want to stay on?”’! 


MILLION DOLLAR MOVIE AB 8% 
WOVIEPRocraM A 


ROvIERocname 
ercrae 


TRENDEX ASKED ON DECEMBER 15: 
“What is your favorite movie program on television?’’2 






13.0% 


A 8%, 9 8% 


eee 
Movie Program C Movie Program B Movie Program A Million Dollar Movie 





The grandaddy of them all and still New York’s favorite film show — 
currently delivering a 9% higher rating than a year ago...° 


MILLION DOLLAR MOVIE 
WOR-TV channel .S ] 


1. Viewers were shown a list of the seven leading nighttime film programs. 2. Asked of viewers who had watched movie programs on TV during the 
prior four weeks. 3. Telepulse, October to December, 1955 and 1956. 
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RCA Color Sets Moving Well 

Although January sales of color tv sets bettered the 
totals achieved during the pre-Christmas buying season, 
RCA officials are not yet revising upwards their predictions 
of a quarter-of-a-million tint receivers going into American 
homes from RCA warehouses during 1957. On the basis of 
current movement of color sets—plus the fact of the 102,- 
000 sold during 1956—the temptation exists for RCA-ites 
to think in terms of a 300,000 sale this year, but so far 
it has been resisted in favor of the more realistic view of 
waiting until at least the summer before going out on any 
limbs. (A complete appraisal of the tv color situation— 
not only from the RCA angle but covering the entire in- 
dustry—will appear in TELEVISION AGE’s third annual color 
issue on Feb. 25.) 


Rate War Possible 

Advertising executives in Philadelphia see the possibility 
of a bitter rate war in that city with the recent wooing 
away of an important local advertiser from Station A, on 
which it has been a number-one account for several years. 
Station B, which won the account, is reported to have made 
important rate concessions. Station A has threatened to 
“eet even” via even more serious cuts in rates to advertisers 
now using Station B. 


CBS-TV Reinstates ‘Mama’ 

In a recent survey for TELEVISION AGE taken by The 
Pulse, Inc. (see page 38, Jan. 28), a total of 29.3 per cent 
of the viewers questioned said they would like to see the 
CBS Television show, Mama, return to the air. A short 
time after the survey was made the network rescheduled 
the show. And now CBS announces that another program 
mentioned in the poll by 2.0 per cent of the respondents, 
Two For The Money, is returning on Saturday nights, 
10:30 to 11:00, beginning March 23. 


Accas to ABC 

Gene Accas, vice president and director of operations at 
the Television Bureau of Advertising, is following former 
TvB head Ollie Treyz to the American Broadcasting Co. 
to take over a “top administrative position.” Mr. Accas, 
who has been one of several “idea” men at TvB, is ex- 
pected to be on the inside in developing similar ideas for 
the network. 


New Stars Bring New Sponsors 

Speaking of ABC-TV, that network seems to be proving 
that one way to get new sponsors is to get new stars. Wit- 
ness the additions of the Mike Wallace show (Sundays at 
10 p.m., beginning April 28), which will be sponsored by 
Philip Morris; Frank Sinatra (Fridays at 9 p.m.), spon- 
sored by Chesterfield, and now singer Pat Boone, who will 
be sponsored by Chevrolet. This is a heavy array of talent 


—and sponsors—to be added to the already formidable 


ABC-TV stable. 


Spectacular at the Waldorf 

The mammoth ABC-TV presentation set for Feb. 13 at 
the Waldorf-Astoria Hotel in New York is expected to be 
similar in many ways to the TvB series of television 
presentations. Word is that 1,500 financial, agency, adver- 
tising and editorial executives will attend the morning 
meeting, which will “unveil the story of the fastest-growing 
network in the fastest-growing medium.” President 
Leonard H. Goldenson promises to outline the network's 


past record, as well as his plans for its future. 


Frozen Foods Good Customer 

According to the trade magazine, Quick Frozen Foods, 
the frozen-foods industry spent between $714-10 million 
on tv and radio in 1956, or about 25 per cent of the total 
advertising expenditure of between $30-40 million. Most 
of this was spot money, and if, as the publication points 
out might well-happen, the larger frozen-food companies 
take on network shows in 1957, the broadcast-media 
figure should climb considerably. Spot, too, will increase 
in the next year, QFF predicts. As the advertising budgets 
of the companies increase, the tv-radio proportion will be 


greater. 


English Commercial Tv 

Expenditure on commercial television advertising in 
England might in time “easily exceed 175 million pounds 
a year” ($490 million), according to a prediction made 
by Alex Anson, sales and advertising director of Granada 
Tv Network, Ltd., and quoted in the English paper W orld’s 
Press News. More immediately Mr. Anson expects adver- 
tisers to invest some 17 to 20 million pounds ($56 million) 
on British commercial stations in 1957. This is about 
double the amount they spent in 1956. Television Bureau 
of Advertising has estimated that revenues for television 
in the United States in 1957 will total $1.475 billion. 


Co-op for Wood Conversion 

An intensive co-op tv drive is being instituted by Wood 
Conversion Co., St. Paul, manufacturers of Balsam-Wood 
blanket insulation and Nu-Wood insulation board. The 
company has bought into NBC’s T-N-T package and is 
supplying local lumber dealers with materials for tv spots 
to supplement the campaign. 


Brown & Williamson Tv 

The fact that Brown & Williamson Tobacco Corp. is 
taking on a heavy radio campaign will not alter its giant- 
size spot-tv campaign. As a matter of record, the company 
put some more money into spot tv, but not to increase 
schedules, merely to keep up with some stations’ rate in- 
creases. 
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Looking for Tv 
Success Stories? 


Then look no longer. The TELEVISION AGE series of Product Group 
Success Stories takes up each field of business separately, goes into 
its problems and strong points, then outlines in detail the many ways 
firms in each field have met their problems through television adver- 


tising. 


Each article includes dozens of actual television success stories. 


These tried and tested formats will help you show hard-to-sell 
prospects how they can use tv to build their sales. 


Reprints are available at 25¢ each, 20¢ in lots of 10 or more. Just 


fill out the coupon. 
































as ta a a i st ie ee 
Reader’s Service 
| Televisi : 
| Television Age | 
444 Madison Avenue, New York 22, N. Y. ; 
Please send me reprints of the Product Group Success Stories: 
Number of copies Number of copies 
Bakeries & Bakery Products _——— Travel, Hotels & Resorts -— 
Dairies & Dairy Products ——.__ Sporting Goods & Toys ——- 
Banks & Savings Institutions Drugs & Remedies —— 
; Dry Cleaners & Laundries —— Gasoline & Oil —_——— 
| Groceries & Supermarkets ——- Shoe Stores & Manufacturers ——— 
; Furniture & Home Furnishings Farm Implements & Machinery ———— | 
Home Building & Real Estate Electric Power Companies — ; 
Jewelry Stores & Manufacturers Gas Companies a 
| Nurseries, Seed & Feed —— Telephone Companies —_—— . 
| Hardware & Building Supplies Insurance Companies —_——- 
| Soft Drink Distributors —— Coffee Distributors -——— - : 
I Name 
| romeo. pried | 
| Company_ 
| Address | 
City Zone State Pee 
0 I enclose payment 0 Bill me 
| Cor gy Sie vivre nee: ! 
which includes the first 15 of the above Product Groups. | 


February 11, 1957, Television Age 





Letters (Continued from page 15) 


or reprint of the article it would be 
most helpful to us. 

Any information on child influence 
that you can send will be very much 
appreciated. 

Lorraine CRooK 

Research Dept. 

Erwin, Wasey & Co. 

Los Angeles 

Note: Copies of “A Little Child Shall Lead 
Them” and the Product Group Success Story, 


“Shoe Stores and Manufacturers,” were sent 
to Erwin, Wasey. 


Success-Story Source Book 

We have just received your “Source 
Book of Tv Success Stories” and are 
pretty excited about it. We believe it 
will prove to be a real selling tool in 
this market. 

However, we feel it is the kind of 
material that must be put in the hands 
of prospects for thorough reading. 
For that reason, we would like to know 
your charge for extra copies of the 
book . . . or better still, the charge 
for extra reprints of the individual 
articles. 

If sufficient copies are not available, 
we would like your permission to re- 
print the articles, giving you credit, 
of course. 

S. S. GILBERT 

President 

Gilbert and Associates 

Albuquerque, N. M. 

Note: Reprints of all of the TELEVISION AGE 
Product Group Success stories are available 
at 20 cents each in lots of ten or more. 
For easy order form see this page. The Tv 
Success Story book, containing 15 of these 
articles, is available at $2 each, or as a 


premium with a new subscription. See order 
form page 60. 


Product Group Stories 
. we are especially interested in 
success stories on dairies and dairy 
product advertisers. . . . 
Jean HayDEN 
Campbell-Mithun 
Chicago 


Reprints 

Would you please send us ten re- 
prints of the article “People Love 
Movies” from the June 1956 issue of 

TELEVISION AGE, 
GEORGE GANZ 
Television Sales Manager 
KIDO-TV Boise 





















puts you on all the sets in America’s 








19th industrial market! 





WNEM.-TV climbs sky high in sales power. And for 
good reason. The Flint-Saginaw market is spending 
and buying more than ever before. Now it’s ranked 
the nation’s 19th industrial market by the US. 
Department of Commerce. 


What’s more, our new thousand-and-sixty-foot 
tower expands our coverage to 36 counties and over 
half a million homes in this four-billion-dollar market. 
We’re the one station that can reach all 580,536 sets 
... the only station that can give 87% penetration of 
Flint, Saginaw and all of Eastern Michigan. And 
we’re the first out-state station with full network and 
local color film and slide, too. 


So, join us on Cloud 5. Cigarettes or cereal, home 
permanents or home freezers—wahatever you sell—Mich- 
igan’s second richest market buys it by the carload. 


Sales offices in Flint, Saginaw and Bay City. 


See your Petry man 


WNEM-TV 


serving Flint, Saginaw, Bay City, 
Gaz) Midland and all of Eastern Michigan. 











our new 1060-ft. tower puts us there... 
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Business barometer 


National spot billings showed a slight decline in November, the TELEVISION AGE 
monthly check of business throughout the nation indicates. 
























The exclusive Business Barometer report compiled for the magazine by Dun & 
a Bradstreet shows that billings were off 1.6 per cent in November, as 
compared with October. 





This is not aS good a report as was shown in November 1955, when an increase of 
2.5 per cent was reported, but is better than that in the same month 
of 1954, which recorded a drop of 0.5 per cent. 





Taking an overall view, the November national spot billings seem to be quite 
normal. As in past years, both October and September 1956 were extremely 
active in national spot. 














While a glance at the accompanying chart indicates SPOT BUSINESS 
this business trend for all three years 
for the six months ending with November, June July August Sept. O Nov 


a rundown of the actual percentage changes = 
from month to month might be of interest 
to those who want to make closer 
comparisons. 


In June 1956 spot billings were off 9.4 per cent, 
those in July were down 135.2 per cent, 
August lower by 2.3 per cent, September 
up 16.6 per cent, October higher by 
22 per cent and November off 1.6 per cent. 








In 1955 June spot was down 6.9 per cent, July was 
off 5.5 per cent, August up 2.4 per cent, 
September higher by 16.2 per cent, 

October up 27.7 per cent and November 
showed an increase of 2.3 per cent. 








In 1954 June spot business was off 5.2 per cent, 
July down 9.35 per cent, August off 3.4 per 
cent, September up 9 per cent, October 

| higher by 27.8 per cent and November down 
again 0.5 per cent. 














spot for each of the three years has been 
much the same, although the fall rise in 
1956 got off to a slower start than in 
1955 and the rise was not quite so steep. 








wid As the chart indicates, the overall picture in 








By station classification, the study of November j954 
national spot billings shows that the 
smallest stations (those with total 
billings under $500,000) were above the Base month, Oct 
national average in spot business. 








Next larger stations, those with billings between $500,000 and $1 million, 
were near the national figures. Stations with billings between $1 and $2 
million had a lower record, with billings below the average. 









Bigger stations, those with billings between $2 and $3.5 million, were also 
well under the average while largest outlets, those with billings above 
$3.5 million, were about average. 





These copyrighted reports are prepared from percentages which are furnished to 
the editors of TV AGE by Dun & Bradstreet. That firm prepares the 
percentages from figures sent to them by television stations. 
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FOR COLOR 


The big news in Chicago today is News in big 
WNBQ cameras focus on Len O’Connor for 
5-minute late news digests (7:25, 7:55, 8:25 and 8:55) 
every morning during the NBC Network TODAY pro- 
gram. Now, WNBQ adds the thrill of living to 
the compelling draw of local news and Len O’Connor’s 
authoritative reporting. 


It’s a doubly effective combination, for Len O’Connor 
is, traditionally, first on the scene of action in Chicago. 
And a recent BBD&O-NBC study found that 


doubles the audience among set owners and 





TODAY 


more than doubles the impact of commercial messages! 


Number of viewers? Len O’Connor averages a 50.6 
share of audience, reaching an average of 200,000 view- 
ers per program ...at an average cost per 1,000 of just 
$1.39. And they're the kind of thousands you want most 
to reach. They're 95% adults. 


In compatible and black and white, a complete 
Len O'Connor 5-minute news program costs only $265. 
And since the big news in advertising is News in big 

take your “Q” from WNBQ and make your own 


headlines in Chicago with Len O’Connor! 


B © §RB Television leadership station in Chicago SOLD py (wap) sror SALES 
\ \ | \ es ene 
— , 
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JWT ready for color; McCann moves . . 
How do small markets like movies? . . 


NTA Film Network gets underway. . . 


COLOR TV WORKSHOP. In the 
belief that “the 
prevailing medium of television trans- 
mission,” the J. Walter Thompson 
Co. two weeks ago introduced color 
telecasting on its private tv channel— 


color will soon be 


the first advertising agency to use color 
facilities in pre-testing commercials 
through its own television workshop. 

JWT-TV Workshop, now two years 
old and broadcasting continually for 
commercial pre-viewing purposes, was 
installed to pre-test as well as to afford 
talent and creative personnel at the 
agency the opportunity to develop 
ideas and techniques in the tv medium. 

“We believe that practical com- 
mercial color television is just over 
the horizon,” Norman H. Strouse, 
JWT president said at the introduc- 
tion of color telecasting over the 
agency's closed-circuit channel. “The 


addition of 


private channel will allow us to con- 


color facilities to our 
tinue to offer cost-saving advantages 
for our clients even more significantly 
in the future, as well as enabling us 
to face the problems of color as the 


Danny Seymour, director of radio and television of J. Walter Thompson (left) 


. page 23 
. page 27 
. page 27 


medium develops. 

“We know that these problems will 
arise, and we hope—and expect—to 
solve them just as we have done in 
black-and-white. We will be able to 
develop new talent so that their ideas 
can generate in a climate of color 
and so that they will be able to think 
in color.” 

Mr. Strouse said that he felt the 
addition of color will have tremendous 
effect on television advertising. He 
likened it to the effect of three-dimen- 
sional color photography and said 
that it would be particularly effective 
in automobile and food advertising, 
where the addition of color would 
give “appetite appeal.” 

An experimental commercial of 
particular interest was shown at the 
demonstration of JWT-TV Workshop 
methods. A regulation commercial for 
1957 black- 
and-white, followed by the same pitch 


filmed how- 


Fords was televised in 


in color. In the latter, 


ever, there was no spoken commentary 
behind the film, the idea being to 
show that words are unnecessary in 





and Norman H. Strouse, president, initiate color televising in the agency’s own 


tv workshop. 








the face of the selling impact created 
by color and motion alone. 


Map of McCann-Erickson’s world-wide 
network is backdrop for company 
president Marion Harper, Jr. (left) 
John Tinker, senior vice president, and 


Rudyard McKee, vice president. 


AGENCY MOVINGS. There are 
many ways to count the growth and 
expansion of the agency business in 
New York. One very reliable check is 
the need for expanded and modern 
office space to accommodate steadily 
mounting billings and new technical 
production equipment. The result has 
been a wave of mid-town building. 
The most recent move has been that 
of the giant McCann-Erickson, Inc.., 
which on Jan. 28 started to function 
from its new 14-floor layout at just- 
completed 485 Lexington Ave. Another 
titan, Benton & Bowles, Inc., plans to 
vacate its present location next fall for 
the not-yet-finished 666 Fifth Ave. 
McCann-Erickson moved 1,100 em- 
ployees to the new address to staff what 
will be known as the home office. The 
company’s world-wide corporate head- 
quarters will remain at 50 Rockefeller 
together with the 
international division. The Marschalk 


Plaza, agency's 
& Pratt division and Communications 
Counselors, Inc., public-relations sub- 
sidiary, will stay in their present 
quarters at 406 Park Ave. and 535 


(Continued on page 27) 
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THE PRESIDENT’S MILE: 
one of a series of paintings 

of Washington by William Walton 

commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 


Represented by CBS Television Spot Sales 














THE PRESIDENT’S MILE 


by William Walton. 

Ninth of a series of paintings of Washington 
commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 


Reprints of this series available on request. 














News 


Fifth Ave., respectively. 

Some of the features of the new 
home office, besides the new phone 
number (Oxford 7-6000), are a special 
agency luncheon room and lounge 
and a hospital room manned by a full- 
time registered nurse. 

The tv-radio department, which last 
year billed over $100 million, will have 
four screening studios, the largest of 
which can seat over 70 people. The 
latest equipment has been installed, 
including a closed-circuit tv system 
operating to all floors and connected 
by special cables with each major 
network. Two receptionists will staff 
the lobby reception room, which is 
decorated by a huge wall map illustrat- 
ing the agency’s global network of 38 
offices in the United States and abroad. 


(Continued from page 23) 


SMALL-MARKET MOVIES. Doubts 
are being raised in some quarters that 
Hollywood feature film can be as ef- 
fective in smaller markets, especially 
when it is slotted in a late evening 
segment, as it is in the bigger centers. 

Since publication of “Viewers Like 
Big-Name Movies,” in the Dec. 31 
Feature Film Issue of TELEVISION AGE 
the magazine has received a number 
of comments, some pointing out that 
programming in a smaller market can 
be a great deal different from that in 
a major city. 

One of the most telling of these 
criticisms comes from John E. North, 
vice president and general manager of 
WDXI-TV Jackson, Tennessee. He feels 
that if the feature films are to become 
an important sales factor in smaller 
markets “something will have to give.” 

“When you get into markets of less 
than 200,000 late viewing is a matter 
of deep concern to all television sta- 
tions,” Mr. North points out. The usual 
trend is that audience drops off at 
least 50 per cent and in many cases, as 
high as 75 per cent after 10:30 p.m. 


FEW LATE-MOVIE VIEWERS. “In 
the case of our station,” he continues, 
“we have news, weather and sports 
from 10 to 10:30 p.m. and then go 
into a late movie. The percentage of 
viewers within our Grade B. coverage 
area is practically nil, due to the 


large farming area. . . . People in these 
smaller markets do not stay up late 
and I do not care if we had Tallulah 
Bankhead, Marilyn Monroe or Anita 
Ekberg in person. At 11 p.m. medium 
and small market viewers will not 
consistently stay up after 10:30 p.m. 

“It is amazing to us when we see 
film companies run advertisements in 
the trade papers about the tremendous 
success of a particular show or group 
of features that has pulled a tremen- 
dous rating, or has brought in enough 
money from the sale, for a station to 
pay for the tower. Then, when you read 
a little further, you find that this has 
all occurred in concentrated areas with 
no mention of just what movies might 
be doing in an area such as ours. Film 





JOHN E. NORTH 
. concerned over late viewing .. . 


costs, unless they are watched very 
closely, can break a station and late 
movies, unless they are sold, can lead 
to just that. 


WHO WATCHES? “] am sure | speak 
for many more station managers,” 
Mr. North adds, “in saying that we 
would like to know when the time will 
come that a survey will be made to 
disprove the statement that ‘just about 
everybody likes and watches feature 
films.’ I believe that the statement 
should read that ‘just about everybody 
likes and watches feature films in 
major markets and concentrated areas.’ 
There is considerable question as to 
who watches feature films in other than 
metropolitan areas after 10 or 10:30 
p.m. 

“Medium and small markets are like 
the poor, they are always with us, and 


I think you will agree that film com- 
panies could not exist without the sale 
of feature films to areas such as ours, 
yet the costs compared to the sales 
made by individual stations in these 
smaller areas do not warrant our 
carrying them any more. The fact is 
that the audience is not there. 

“We are contemplating a new con- 
cept of programming down here, where 
by after 10:30 p.m. we will strip 
mysteries until 11 p.m. and then sign 
off. The cost of programming these 
late features does not pay off, and be- 
lieve me our taking such a stand is not 
an isolated case.” 


NTA NETWORK TEES OFF. With 
its affiliated stations now reportedly 
numbering 128, the NTA Film Net- 
work will get under practical way on 
April 1 when the Warner-Lambert 
Pharmaceutical Co. starts sponsorship 
of one hour weekly of feature films 
over the full NTA network for a 39- 
week period, with options running 
through 1959. 

NTA revenue to be derived from the 
Warner-Lambert initial 39-week spon- 
sorship will approximate $2.6 million 
(see Wall Street Report, page 71). The 
contract calls for sponsorship of two- 
thirds of the 90-minute programming 
time cleared weekly for the 20th Cen- 
tury-Fox feature films acquired for tv 
distribution by NTA last year. NTA 
hopes shortly to sell the 30-minute 
balance of the program still available. 

The commercial coming of age of 
the NTA Film Network gives television 
its first all-film network, or, as NTA 
president Ely A.’ Landau likes to 
phrase it, “the country’s fourth net- 
work.” Having effected their first full- 
station sale, Mr. Landau and his asso- 
ciates are now talking about plans for 
a weekly 90-minute “kiddie spectacu- 
lar” and 11 half-hour series which are 
to be produced for NTA by Desilu 
Productions and 20th Century-Fox. 

Among the 128 stations understood 
to comprise the NTA Film Network are 
the following: 

KTEN Ada, Okla.; KTvA Anchorage; 
wios-tv Asheville; KMMT Austin; 
KERO-TV Bakersfield, Cal.; WABI-TV 
Bangor; WBRC-TV Birmingham; KBMB- 
tv Bismarck, N.D.; KAvE-Tv Carlsbad; 
KWWL-Tv Waterloo, Ia., WUSN-TV 

(Continued on page 76) 
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How long will current 


crop of Hollywood films 


attract viewers? 


When will newer ones 


be released? 





The future for features 


64 | films are here to stay as a staple 

of television programming and their fu- 
ture is a bright one,” says E. H. Ezzes, vice 
president and general manager of C & C Tele- 
vision Corp. . 

“T’ve just traveled through a good part of the 
country, and I find the trend towards features 
stronger than ever,” says Earl R. Collins, presi- 
dent of Hollywood Television Service. 

“In my opinion, current product will con- 
tinue to attract large audiences for at least ten 
years,” says Eliot Hyman, president, Associated 
Artists Productions, Ine. 

“Tt’s our feeling that~a large portion of the 


films in our television library is timeless, and 
it would not surprise me if we were still real- 
izing income from them 25 years from today,” 
says Charles C. Barry, vice president in charge of 
MGM.-TV for Loew’s, Inc. 

“High-calibre features will attract audiences 
indefinitely,” says Oliver A. Unger, executive 
vice president of National Telefilm Associates, 
Ine. 

These and other similar statements from 
feature-film-package executives reveal that al- 
most to a man they take a positive and even a 
rose-colored view of their present lot. But what 
do they think about the future, immediate and 














beyond? 

In order to find out, TELEVISION AGE 
asked the sales-custodians of the full- 
length features two down-to-earth 
questions about the future: 1. How 
long will the current supply of feature 
films remain salable? 2. When and 
from where will additional features 
come? 

The first question sought predictions 
on the years of income-expectancy of 
the present packages. “Certainly for 
the next five years as a rock-bottom 
minimum,” states Sy Weintraub, vice 
president in charge of sales, Flamingo 
Films, Inc. “For the better films it 
could be 15 years. There is some 
problem with vintage pictures, but 
as long as a film’s story line is strong 
it will sell. I have no doubt that good 
movies will enjoy a well-rounded old 
age on television.” 

“Features will be salable indefinite- 
ly,” answers David A. Bader, Atlantic 
Television Corp.’s vice president and 
general manager. 

Eliot Hyman, president of AAP, ex- 
plains his reasons for believing that 
current product will attract large 
audiences for at least ten years: “It 


will be that long before the pictures 
now available to television will have 
played often enough to be seen by 
everyone who wants to see them, 
particularly in multiple markets. Over 
a period of years, too, a great turn- 
over of audience takes place, as chil- 
dren grow up into movie-going age, 
which is one of the reasons why great 
pictures of the past are so success- 
fully reissued periodically by all the 
motion-picture companies. In addition, 
of course, the bulk of the major-studio 
libraries comprises such classics that 
many people welcome the opportunity 
to see them again. I think ten years 
is a conservative estimate.” 


Unlimited-Run Basis 


MGM-TV’s Charles Barry points 
out further that “pictures like Mutiny 
on the Bounty, Romeo and Juliet and 
David Copperfield are now being 
made available to stations on a seven- 
year unlimited-run basis. No matter 
how often they’re played during these 
seven years, after a short period of 
rest, they'll be virgin entertainment 
again to a whole new future genera- 
tion.” 


Several other film executives con- 
cur with Mr. Barry’s prediction that 
a run-and-hide policy will ensure un- 
limited longevity for top-quality 
movies. But, at the same time, many 
are quick to draw a complementary 
conclusion: the quality of the film 
will determine the quantity of its run. 

“Re-runs of feature films will re- 
main salable depending on the prod- 
uct, some will run fairly long and 
others won't,” is the way John Leo, 
director of sales, United Artists Corp., 
puts it. 

“The factors involved are the age 
and vintage of the film. Our policy 
is to sell today’s pictures today and 
not yesterday’s pictures tomorrow,” 
says Irving Lesser, president of Major 
Television Productions, Inc. “The sit- 
uation is very similar to the way it 
has always worked in the motion-pic- 
ture industry. Outstanding films will 
continue to be wanted by the public 
and played by the stations indefin- 
itely.” 

It’s the opinion of John H. Mitchell, 
Screen Gems vice president in charge 
of sales, that “the current supply of 
features will be salable as long as 





“In my opinion, 
current product 
will conitnue to 
attract large 

audiences for at 


least 10 years.” 


ELIOT HYMAN 
President, 

Associated Artists 
Productions, Inc. 
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“Additional product 
will come from 
those Hollywood 
majors which 
haven’t already re- 
leased films as well 
as from other inde- 
pendent pro- 
ducers.” 


OLIVER A. UNGER 
Executive Vice President, 
National Telefilm 


Associates, Inc. 


“Eventually .. . 
the major studios 
will undoubtedly 
begin producing 
moderately 
budgeted 60- and 
90-minute films 
Specifically for tv.” 
CHARLES C. BARRY 
Vice President 


in Charge of Television, 
MGM.-TV 


“Feature films are 
here to stay as 

a staple of television 
programming and 
their future is 

a bright one.” 


ERWIN H. EZZES 
Vice President 

and General Manager, 
C & C Television Corp. 








there is a market for them. And, as 
far as we're concerned, the supply 
will always be available to fill the 
needs of that market.” 

NTA’s Oliver Unger offers, “As 
long as films are available and as 
long as the public wants them, fea- 
tures will remain salable. Public re- 
action is an all-important factor.” Earl 
Collins of Hollywood Television Serv- 
ice agrees with Mr. Unger and states 
succinctly, “It’s all a matter of supply 
and demand.” 


Features Here to Stay 


On the question of demand, Mr. 
Ezzes of C & C sums up what is the 
conviction of most of the men who 
are selling features to television. “A 
look at the revolution stirred up with- 
in the last 12 months by the release 
of over 2,000 major-studio films to 
home screens,” he says, “bears out 
that feature films are here to stay 
as a staple of television programming 
and that their future is a bright one. 
Top ratings, in many cases topping all 
competition, have forced changes in 
programming patterns. Today, feature 
films are no longer a fringe-period 


“As far as we’re 
concerned, the sup- 


“I find the feature 
film market ex- 


item but a full-dress nighttime com- 
modity. Stations are using feature-film 
showcases to sell more spots, partici- 
pations and full local sponsorships 
than ever before and are reaping the 
results of a tv feature-film bonanza.” 

The matter of feature-film supply 
was covered by the answers to TELE- 
VISION AGE’s second question, “When 
and from where will additional fea- 
tures come?” 

“The backbone of feature program- 
ming in the future, as in the present,” 
C & C’s Ezzes says, “will continue to 
be the Hollywood stockpile because 
there is no equal to the quality and 
quantity of major-studio 
films.” 

All industry men second Mr. Ezzes’ 
notion that Hollywood will keep on 
supplying the bulk of new material. 

Some typical comments include: 
NTA’s Unger, “The supply will come 
from those Hollywood majors which 
haven’t already released films, as well 
as from other independent produc- 
ers.” UA’s Leo, “All additional prod- 
uct .. . from those locked up in Holly- 
wood’s vaults, except for a few 
English and foreign films.” Atlantic’s 


feature 


“There is some 
problem with vint- 


Bader, “The supply will be continuous. 
Not only are there thousands of films 
still in vaults, but each year Holly- 
wood produces about 750 to 800 films 
and London another 300.” And 
Screen Gems’ Mitchell, “A backlog 
of some 1,200 pictures from Colum- 
bia, our parent company, gives us a 
supply of ten to 15 years orderly, 
well-researched distribution.” 


Pre-1948 for Present 


The feeling of most film executives 
is that for the immediate future only 
the pre-1948 films are for television 
tapping. Mr. Ezzes points out that 
there are two reasons for this: “First, 
the surface of the available features 
has not even been scratched, and it 
will take most stations from two to 
four years to play off their libraries. 
Second, and more important, the post- 
1948 features will most likely not be 
available for three to four years, with 
the exception of our own Movietime 
USA library, which includes 1949-55 
RKO pictures. However, these films 
are cleared under a separate deal 
with the Screen Actors’, Writers’ and 
Directors’ guilds, not under an indus- 


“While a handful 
of the big markets 











ply will always be 
available to fill 
the needs of the 
(feature film) 


market.” 


JOHN H. MITCHELL 
Vice President 

in Charge of Sales, 
Screen Gems, Inc. 


ceedingly good 
and the trend is 
for it to be better 
and better.” 


EARL R. COLLINS 
President, 

Hollywood Television 
Service, Inc. 


age pictures, but as 
long as a film’s 
story line is strong 
it will sell.” 


SY WEINTRAUB 
Vice President 

in Charge of Sales 
Flamingo Films, Inc. 





burn features up 
at a fast rate, the 
other markets can 
use them for years.” 


DAVID A. BADER 
Vice President 

and General Sales Mer., 
Atlantic Television Corp. 
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try-wide precedent. With the current 
backlog of features, it is not likely 
such a precedent will be worked out 
for years to come.” 

The situation with the talent guilds 
is, of course, a sensitive subject. So 
much so that those who do comment 
on it request that their names not be 
mentioned. 


Feeling No Secret 


But there’s no secret about how 
the film executives feel about it. One 
packager, for instance, says, “As soon 
as guild problems can be solved, post- 
1948 films will be released to tele- 
vision. The guilds are hurting only 
themselves by not agreeing to the 
release of these films.” 

However, as to the time when the 
release of post-1948 can be realistical- 
ly expected, Sy Weintraub says, 
“There is no question that they will 
have to come out on the market. But 
I don’t think it will happen before 
two or three years. Don’t forget that 
the major companies won't put post- 
1948 films out until they have realized 
their return on the present pre-1948 
packages. 


Feature Film 


Availabilities 


A listing of Hollywood movies offered 
for sponsorship, together with national 


representatives for each station 


This listing of feature film packages 
currently available was obtained from 
the stations and from film packagers. 
It includes, in order, the packaging 
firm, name of package, number of 
films, in parenthesis. and the station’s 
representative. 

The following explain some of the 
abbreviations used: AAP, Associated 
Artists Productions, Inc.; HTS, Holly- 
wood Television Service, Inc.: NTA 
National Telefilm Associates, Inc.; 
RKO, RKO Television, a division of 
RKO Teleradio Pictures, Inc.; TPA, 


Television Programs of America, Inc. 
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Mr. Barry brings out another factor 
about time and source of new film 
material. “Naturally,” he says, “the 
last untapped frontier of feature films 
lies in product made since 1948, but 
the number of films available from 
this source is considerably smaller 
than one might imagine, since in re- 
cent years the number of films an- 
nually released by Hollywood has 
been reduced. Eventually, to meet the 
demand for longer entertainment that 
has been stimulated by vintage fea- 
tures, the major studios will undoubt- 
edly begin producing moderately bud- 
geted 60- and 90-minute films specif- 
ically for tv, with theatrical distribu- 
tion of this tv product limited to the 
foreign market.” 

However, all is not sweetness and 
light in the industry. There are those 
who see imminent or distant dark 
clouds obscuring the road to the 
rainbow and, more importantly, to the 
pot of gold. 

Saul J. Turell, president of Sterling 
Television Co., is one who sees im- 
mediate difficulty. 

Although Mr. Turell’s firm traffics 
mostly in syndicated halt-hours and 


and UA, United Artists Corp. 


ALABAMA 


Decatur, WMSL-TV: NTA (46); 
GUILD (78). Rep.: Joseph Hershey 
McGillvra, Inc. . 


Mobile, WALA-TV: NTA 20th Cen- 
tury (52), TNT (35); RKO Million 
Dollar (45). Rep.: Headley-Reed Co. 


Montgomery, WSFA-TV: NTA 
Fabulous Forty. Rep.: The Katz 
Agency, Inc. 
ARIZONA 
Phoenix, KOOL-TV: SCREEN 


GEMS Movie Parade (104) ; GEORGE 
BAGNALL (28); ABC FILM Anni- 
versary (16) GUILD MPTV (500). 
Rep.: George P. Hollingbery Co. 


Phoenix, KPHO-TV: MGM Golden 


quarter-hours, it does sell features. 
And Mr. Turell does have opinions. 
“At the moment, feature films are 
going through a period of peak pop- 
ularity,” he says, “one that in all 
likelihood will continue for the period 
that top A films are featured. But 
the demands they exert on the viewer 
in length of viewing time, in continual 
commercial interruption (more pro- 
nounced because of the story line 
within the film) in the hours they 
are shown, combined with the many 
films that are of lesser quality and 
appeal, will of necessity reduce their 
great popularity. I t to see a 
leveling-off of the ra’ . with only 
the really outstanding features, heav- 
ily promoted, maintaining their cur- 
rent strength. The better half-hour 
and quarter-hour shows will always 
hold their own, once the initial big- 
splash of the feature film is over 
with.” { 

Another film compahy executive 
mentions that he feels the health and 
wealth of the feature film industry de- 
pends to a large measure on the 
wisdom of station programming. 
“Already there are rumblings about 


Treasury (723).; NTA TNT, 20th 
Century (52) Rep.: The Katz Agency, 
Inc. 


Phoenix, KTVK: NTA Fabulous 
Forty. Rep.: Weed Television Corp. 


Tucson, KDWI-TV: AAP Warner 
Bros. (754); SCREEN GEMS Movie 
Parade (104), Mystery Parade (52). 
Rep.: Headley-Reed Co. 


Tucson, KOPO-TV: NTA 20th Cen- 
tury (52). Rep.: George P. Holling- 
bery Co. 

Tucson, KVOA: NTA TNT, Fabu- 
lous Forty. Rep.: The Branham Co. 


ARKANSAS 


El Dorado, KRBB: RKO Million 
Dollar (44); AAP (26). Rep.: John 


E. Pearson Television, Inc. 
Ft. Smith, KFSA-TV: NTA 20th 


Century (48); ATLANTIC (26); 
SCREEN GEMS Hygo Showmanship 


























the way some stations are putting on 
the good shows merely to up the 
ratings. Many of us selling the prod- 
uct think an abuse of this is short 
sighted and detrimental to all. We, of 
course, don’t tell a station what to do 
with our product once they buy it 
from us, but, perhaps, we should. In- 
telligent showmanship is a must if 
features are to be long-lived.” 


Continue Resaleable 
Then, Edward Berkson, president of 


Screencraft Pictures, Inc., has this 
caution to make on the long-range 
situation. “It is our belief that the 
current supply of feature films will re- 
main saleable as long as the individual 
telecasts continue to maintain a worth- 
while portion of the viewing audience. 
In addition, it will have to be a produc- 
ing audience in terms of client’s prod- 
uct sales. 

“Once the entire residue of the- 
atrical films has been tapped, there 
will be no other source of this 
type of material except the major 
film-producing companies. It will, of 
be inevitable that no film 
productions will be turned over to 


course, 


(26). Rep.: John E. Pearson Televi- 


sion, Inc. 


Little Rock, KTHV : NTA 20th Cen- 
tury (123). Rep.: The Branham Co. 


Little Rock-Pine Bluff, KATV: 
NTA TNT-Selznick (40), Fabulous 40 
(38), P.C. (23), mis. (7); UA Top 
39 (39); RKO Million Dollar (45): 
SCREEN GEMS Hygo (48). Rep.: 


Avery-Knodel, Inc. 


CALIFORNIA 


Bakersfield, KBAK-TV: SCREEN 
GEMS Movie Parade (104). Rep.: 
George P. Hollingbery Co. 


Bakersfield, KERO-TV: NTA 20th 
Century (52), TNT. Rep.: George P. 
Hollingbery Co. 


Chico, KHSL-TV: UA (48); TPA 
Edward Small (26); RKO Million 
Dollar (52). Rep,: Avery-Knodel. Inc. 


tv unless some sort of equitable solu- 
tion will be found for meeting the 
tremendous costs involved in film 
production. Whether or not the tele- 
vision industry will find the means 
to do this is probably a bigger ques- 
tion than the one concerned with the 
source of material. It is our feeling 
that tv will depend more and more 
upon both live and film productions 
made specifically for this medium.” 

The answers to these friendly but 
firm admonitions must come, as al- 
ways, from events. But, since there 
is as much truth as poetry in the 
phrase, “Coming events cast their 
shadows before,” the feature-film 
packagers in television can well look 
to the future with optimism. They 
are, for the most part, not closing 
their eyes to the basic fact that tele- 
vision must one day, sooner or later, 
stand on its own two feet. This, most 
believe, can be done without turning 
their backs on other sources. 


Looking Ahead 


AAP president Eliot Hyman, in 
stating for TELEVISION AGE his com- 
pany’s future plans, illustrates what, in 


Eureka, KIEM-TV: NTA 20th Cen- 
tury (52). Rep.: Blair Television Asso- 


ciates, Inc. 


Fresno, KFRE-TV : SCREEN GEMS 
Movie Parade (104). Rep.: Blair Tv. 


Fresno, KJEO: C&C Movietime 
(742); NTA 20th Century (138), TNT 
(52), Fabulous Forty. Rep.: The 
Branham Co. 


Fresno, KMJ-TV: UA Top 39 (39) ; 
AAP Award (26). Rep.: Paul H. Ray- 


mer Co. 

Los Angeles, KHJ-TV: NTA TNT. 
Rep.: H-R Television, Inc. 

Los Angeles KNXT: NTA Rocket 
(86). Rep.: CBS Tv Spot Sales. 

Los Angeles, KRCA: NTA 20th Cen- 
tury (52); SCREEN GEMS Movie 
Parade (60); PINE-THOMAS (35). 
Rep.: NBC Spot Sales. 

Los Angeles, KTLA: MAJOR Top 


deference to’ a motor company, can 
be called The Forward Look for fea- 
ture films on television. 

“In our own case,” Mr. Hyman says, 
“we will continue seeking additional 
material from Hollywood's storehouse, 
as well as the best available material 
from foreign markets. We will greatly 
expand our co-production deals in 
both Eastern and Western Hemi- 
spheres. But, also, we have a wealth 
of source material in the literary, 
music and other rights we acquired 
in all the Warner Bros. pictures along 
with the negatives. We will arrange 
for Broadway shows based on such 
material, which will in turn create 
new properties for production. Anoth- 
er valuable source of product is the 
library of some 1,400 short subjects 
we have acquired from Warners. This 
contains great star and literary value. 
and we are currently studying methods 
of making it available for top televi- 
sion production, including additional 
production where required.” 

All in all, the future of features. 
both for the short and long term. 
popularity, in 


looks promising—in 


product and in plans. 


2 a 


A’s (26) NTA Fabulous Forty. Rep.: 
Paul H. Raymer Co., Inc. 


Los Angeles, KTTV : MGM Golden 
Treasury (723); NTA 20th Century 
(52). Rep.: Blair-Tv. 


Redding, KVIP: NTA 20th Century 
(52), Fabulous Forty, TNT. Rep.: The 
Branham Co. 


Sacramento, KBET-TV: C&C 
Movietime (222); AAP Warner Bros. 
(171); NTA 20th Century (52), Selz- 
nick (10); UA Top 39 (39). Rep.: 
H-R Television, Inc. 


Sacramento, KCCC-TV : NTA Fabu- 
lous Forty. Rep.: Weed Television 
Corp. 

San Diego, KFMB-TV: AAP War- 
ner Bros. (257); NTA 20th Century 
(52), TNT; UA Top 39 (39). Rep.: 
Edward Petry & Co., Inc. 


(Continued on page 42) 
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New products of old customers 


make up two-thirds of 


agency's new business 


B&B grows with its clients 


ight years ago Benton & Bowles 
E produced and directed one of the 
first, if not the first, big variety shows 
in television. 

Called The Lambs Gambol, it was 
sponsored by General Foods and was 
the video premiere of Jackie Gleason, 
Bobby Clark and others. 

The pioneer spectacular ran a short 
course. As a B&B executive puts it, 
“We didn’t see how anyone could live 
with that kind of a talent budget.” It 
was $10,000 a week. 

This clouded vision regarding the 
costs and future of tv has thoroughly 
cleared. 

Today, with the majority of its bill- 
ings going to tv, Benton & Bowles is 
number seven in advertising’s Big Ten 
and an agency so in the vanguard of 
broadcasting and show production and 
supervision that its television operation 
has been described as a miniature net- 
work. 

In 1947 B&B clients were sponsoring 
four tv shows, Meet The Press, Leave 
It to the Girls and Author Meets 
Critic (General Foods) and Sports 
Events at Madison Square Garden 
(Krueger Beer). In 1957 the agency’s 
advertisers are involved in more than 
70 shows—network, syndicated and 
local. 

The decade has seen billings in- 
crease $50 million. Employe ranks 
have swelled from 300 to 1,000. In- 
stead of three floors, the agency now 
occupies ten at 444 Madison Ave. in 
New York. 

By year’s end, the agency plans 
to move to new offices at 666 Fifth 
Ave. The television department will 
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have seven viewing rooms equipped 
for both black-and-white and _ color, 
a completely furnished tv studio with 
telecine facilities, a closed-circuit film 
installation and a 35mm theatre. 

Now, there is nothing singular in 
the ups and ups of an established 
broadcast agency in this day of the 
tv money tree. But there is a significant 
difference in the way it happened at 
B&B. 

Two-thirds of the volume increase 
derives from old clients with new prod- 
ucts. One-third is in new business. A 
slight roster of 26 clients, fewest in 
the top ten, accounts for the total bill- 
ings of $90 million. 


Over Half in Tv 


Better than half of that total is 
in television. More than $50-million 
worth of tv was handled by the 
agency last year. And as regards how 
that tv money and what it buys should 
be tended, B&B’s management is out- 
spoken. President and chief executive 
officer Robert E. Lusk goes along 
with Ben Duffy and other agency 
high domos who have recently re- 
vived the perennial pull and haul 
for program control and/or super- 
vision: 

“This agency has never been out 
of program production. We have 
made the transition from radio to 
tv production smeothly, as is in- 
dicated by the 12 full-time producer- 
directors that we have on our staff. 
(B&B had 15 daytime serials running 
at once on radio). 

“We think ‘package show’ is a 
misnomer. It certainly is all wrong 


in the implication that it needs no 
top-level agency programming talents. 
Our clients who are very active in 
tv expect and demand action in pro- 
gramming and production of their 
shows. 

“We believe that in the intense 
battle for tv audiences today, program 
know-how and program supervision 
by agency personnel will continue 
to grow in importance.” 

Thomas J. McDermott, B&B vice 
president in charge of radio-tv, seconds 
the chief: “There’s been a lot of 
talk lately about agencies getting back 
into program production. Benton & 
Bowles has never been out of it. 

“This agency in television is com- 
prised mostly of men who are crafts- 
men in the medium and who have in 
the process become ad men.” 

Aside from the business manager 
(and he was a Provincetown actor 20 
years ago), there isn’t an executive 
in the department who couldn’t make 
a living on the programming side, he 
says. 

“Our objective is to be the kind of 
people who don’t just buy shows, but 
who put them together, whether work- 
ing with independent producers or the 
networks.” 

An example of “putting together” is 
the current Dick Powell Zane Grey 
Theatre, the show that infected Walter 
Winchell with the rating miseries last 
fall. 

“We decided we wanted an adult 
western for the 8:30 Friday time 
period. The decision was based on 
what we thought would be successful 


(Continued on page 37) 
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Matinee Theatre, a P&G daytime drama via B&B. 





, The good Sgt. Bilko, a recent B&B buy, and Loretta Young, 
right, a B&B project. 
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Garroway’s Today premiered with B&B clients, and Lucy and Desi, below, sell for 
agency’s General Foods. 
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Dick Powell livens Zane Grey format. 




















B&B 


in that time and what would fit the 
needs of the brands.” 

The agency’s tv men huddled with 
Four Star Productions in Hollywood. 
A pilot film had already been made 
under the Zane Grey title. 

“We redirected the show—changed 
the approach, hired new writers 
changed the format and put Dick 
Powell in it. Yet we don’t own the 
show. And the client still hasn’t seen 
that original pilot.” 

The Loretta Young show also got 
the B&B treatment. Four years ago it 
was called Letters to Loretta. It went 
on the air with a couple of minutes of 
chit-chat from the film star. 


(Continued from page 34) 


Revamping Format 


Last year $64,000 Challenge went 
opposite Loretta. B&B revamped the 
format, changed the story philosophy, 
and the show is moving ahead again. 

Similarly, December Bride a year 
ago needed punching up. B&B inserted 
a guest-star policy. At the agency’s 
recommendation, the client paid guest- 
talent fees over and above contracted 
package costs. 

Trouble-shooting a sagging program 
is a Benton & Bowles specialty. As 
Mr. McDermott sees it, if a show has 
enough to start with to get the agency’s 
recommendation, it can be repaired. 

At too many agencies, he feels, a 
tv executive will look at three pilots 
and take the one in the middle. If the 
show flops, the immediate move is to 
recommend dropping it. 

Besides launching and _ repairing 
operations, the agency is in constant 
touch with its major network shows. 
On the Loretta Young show, for in- 
stance, a B&B producer-director is on 
the set in Hollywood during shooting. 
All scripts get agency approval. 

In addition, the agency does full 
production—propping, design, casting, 
production and direction—on two 
half-hour daytime serials. 

Production on the half-hour serials, 
incidentally, points up the difference 
between audio alone and audio-visual. 
A 15-minute serial on radio is re- 
hearsed and aired in two hours. For 
the 1:30 p.m. As the World Turns the 
agency crew is on hand at 7:30 a.m., 
and they are there into the night work- 


ing on the next day’s show. Everything 
but the mechanical is done by agency 
staff. 

For every B&B show there is an 
agency producer-director, and for 
every live commercial there is an 
agency director personally supervising. 

“If we have a 30-second live spot on 
the air,” says Mr. McDermott, “a man 
from my department is standing there 
saying ‘take one.’” 

Like his show-business associates, 
Mr. McDermott has spent a good deal 
of his career as a writer, producer 
and director. Now 37 years old, he’s 
been with the agency for 15 years, 
once wrote, directed and produced 
three afternoon serials simultaneously. 
He was once director of the radio de- 
partment. 

He represents tv and radio on the 
agency's plans board. At the top of his 
department, he and four associates 
form a sort of program board. 

Number two man is Oliver Barbour, 
a vice president and the director of 
radio-ty programming. Others on the 
board are William Vallee, in charge 
of tv operations (the agency’s produc- 
tion expert), Irwin Segelstein, who 
is in charge of all film business, pri- 
marily syndicated shows, and Larry 
White, program supervisor and top 
producer-director. Next in line is the 
full-time staff of about a dozen pro- 
ducer-directors. 


Show-Business Tradition 


In the department’s show-business 
tradition, Mr. Barbour was a featured 
actor in some 15 Broadway shows, a 
summer-circuit director and a radio- 
program producer before joining B&B 
eight years ago. 

The others on the program board 
have similar backgrounds. The same 
applies to the producer-directors. For- 
mer child film star Freddie Bartholo- 
mew was directing for wPIx when the 
agency hired him. Mr. McDermott 
saw Larry White directing at DuMont 
and brought him into the agency. 
Al Kay, who heads up a staff of five 
producer-directors on the west coast, 
has been with the agency since 1939 
and was a long-time radio producer 
before tv. Top man on his staff, 
Murray Bolen, has the Jack Benny 
radio program on his list of credits 
and as many years in the business. 

(Continued on page 56) 











hile the certainty of the yearly 

common-cold epidemic has not 
been as widely publicized as, say, the 
inevitability of death and taxes, it de- 
serves a top ranking among mortal 
records for consistency. 

For as surely as the mercury starts 
to drop in the fall, the incidence of 
coughs and sneezes begins to rise. 
Home remedies are recalled and tried 
out once more by millions of fond 
mothers on millions of red-nosed 
youngsters. Doctors’ telephones start 
to jingle both night and day. 

And the annual cold season is in 
full swing once again. 

While it may still be true that no 
cure for the common cold has ever 
been discovered, modern medical sci- 
ence has come up with many new 
wonder drugs which can, according 
to their discoverers and distributors, 
prevent catching colds, shorten the life 
of the cold germs once they have 
started to take hold and/or make it 
easier to continue the desire to live 
even while the cold is in progress. 

The national distribution of these 
remedies has long since become a 
multi-million-dollar business. 
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Manufacturers of drugs and re- 
medies have always been active ad- 
vertisers. They found out early that 
the size of overall yearly grosses was 
directly related to the size of adver- 
tising budgets. For many years drug- 
and-remedy manufacturers have de- 
voted a bigger percentage of their 
gross sales to advertising than almost 
any other product category. 


Important Customer 


When radio, with its opportunity 
for a persuasive and personal sales 
message, first became popular, the 
drug-and-remedy makers became one 
of its most important customers. As 
soon as television gained a nation- 
wide audience, these distributors were 
quick to discover that it offered all 
of the persuasive possibilities of radio 
with the important added plus of an 
opportunity to show and explain the 
advantages of the product. 

Today most of the biggest drug 
manufacturers and distributors de- 
vote a major portion of their adver- 
tising budgets to network or spot 
television or both. 


During the past year estimates 





place some $25 million of drug-and- 
remedy advertising budgets in net- 
work television.-An even larger sum, 
$32 million, is spent in national spot. 
The drug industry as a whole is 
estimated to have spent $57 million 
in television advertising over the past 
12 months. 

During the colder months of the 
year the most important single seg- 
ment of the proprietary drug business 
is that intended to treat the national 
tendency toward coughs and colds. 
During the past 12 months more than 
$6 million was spent for spot-television 
advertising by cough-and-cold-remedy 
distributors, with almost the entire 
sum invested during the months from 
September through March. 

One of the biggest of these adver- 
tisers, the Anahist Co., of Yonkers, 
N.Y., has a_ spot-television budget 
estimated at around $2.8 million. 
Recently merged with Warner-Lam- 
bert, but still operated as an inde- 
pendent unit, Anahist has as its agency 
Ted Bates & Co., of New York. 
Several timebuyers work periodically 
on the account, with Chester Slay- 
baugh currently handling this impor- 














tant assignment. 

Like most cough-and-cold-remedy 
advertisers, Anahist concentrates the 
advertising of its several products, 
including Anahist Tablets, Super Ana- 
hist Tablets, Anahist Nasal Spray and 
Super Anahist Cough Syrup, in the 
colder months of the year. Beginning 
about the middle of September, this 
year the company went onto around 
200 stations with a 26-week campaign, 
minutes, mostly in 
night programs. Commercials are on 
film. 

The company is interested in partic- 
ipations and announcements in almost 
every type of program. They buy 
time in live shows, feature film, news 


buying choice 


programs, syndicated segments and 
women’s features. 

to portray better the 
type of tv campaign used by Anahist, 
a cross-section of station commitments 


In order 


follows: 

On KCEN-TV Temple, Tex., Anahist’s 
contract for minutes has been on the 
station for 55 weeks and has another 
18 weeks to run. Kwtv Oklahoma 
City is in the middle of a three-month 
commitment with Anahist for minute 














cold remedies 


Biggest drug advertising group 


during the winter months get 


effective results from television 


participations slotted in the syndicated 
Amos °n’ Andy show, 12-12:30 p.m. 
Mondays through Fridays. The con- 
tract with wcyB-Tv Bristol, Va., started 
in September and runs through March 
15. It includes participations in 
Queen for a Day and _ one-minute 
spots. 


60-Second Announcements 


On wkJcG-tv Fort Wayne Anahist’s 
contract runs March and 
calls for seven nighttime and three 
daytime minutes per week. Anahist 
has used wKJG-Tv from December 
to March for the past three years. 
On KRNT-TV Des Moines the cough- 
and-cold-remedy firm has a six-month 


through 


contract for 60-second announcements 
in participating time. Anahist has 
used KCMO-TV Kansas City for the 
past two years, with the present con- 
running through the middle 
of March. Participations are in day- 
time and nighttime movies. 
wcss-Tv New York has had Anahist 
as a major advertiser for the past 
year and a half, with the present 
contract running through March 15. 
The advertiser uses one-minute partic- 


tract 


a series of product group success stories 2 4. 


ipations and sponsors a segment of 
wcss-Tv’s feature-film program, The 
Late Late Show. Norman Young, di- 
rector of advertising media for Anahist, 
recognizes the impact of television. 
“Spending most of our ad budget 
in radio and television,” he says, “we 
feel the full 
broadcast-media efforts is shown in 
In the 


experienced an 


effectiveness of these 
our excellent sales increases.” 
WCBS-TV area “we 
increase of 63 per cent for the period 
August-December 1955 as compared 
to August-December 1954,” he con- 
tinued. 

KOLN-TV Lincoln has been carrying 
Anahist one-minute commercials for 
the past six months, with the contract 
running into March. Four one-minute 
film commercials run each week. 
Anahist has a one-year schedule on 
KSBW-TV Salinas, Cal., which has about 
six months to run. Contract calls 
for two Class A and three Class C 
one-minute announcements per week. 

Anahist has used wFiE Evansville, 


Ind., 


the air, a period of around three-and- 


since the station went on 


one-half years. The present contract 


(Continued on page 54) 
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First spot for oil company. 


that firm’s film productions in second year will set even higher record 


hortly after Fred A. Niles Produc- 

tions was set up in Chicago on 
Dec. 12, 1955, to produce television 
commercials and programs, it con- 
tracted to make films for the evange- 
list, Oral Roberts. But it was soon evi- 
dent that the fledgling firm had more 
than a prayer. 

It had the people: a staff whose film 
experience averaged ten years, 
headed by founder Fred A. Niles, 
himself a 15-year veteran in commu- 
nications. It had a philosophy: to pro- 
duce creative films—films that would 
sell as they entertained. And, consum- 
mately, it had a goal: to gross $1 
million in the first year. 

With the proper application of the 
ingredients of prayer, people and phi- 
losophy, Fred A. Niles Productions 
was able to exceed its first-year goal. 
Gross billings for 1956 were just un- 
der $1.2 million. 

And the company was also able in 
12 months to increase its staff from 15 
to over 40, to move into a completely 
equipped three-story building encom- 
passing 12,000 square feet and includ- 
ing a soundproof stage of 4,000 square 
feet, to organize a Hollywood division, 
to produce commercials for top-flight 
agencies not only in Chicago but also 
in such divergent major markets as 
New York, St. Louis, Los Angeles and 
Cleveland, to produce program film 
and to develop and patent a more eco- 
nomical system of filming called Cam- 
tronic. 

Fred Niles, now 38, onetime radio 
commentator and army captain, de- 
cided to form his own firm after hav- 
ing been with Kling Film Productions 
in Chicago since 1947. He had founded 







that company’s television-film division 
and when he left he was executive vice 
president (see “Nineteen “49er,” TELE- 
VISION AGE, November 1954). 

The first days for the new Niles 
enterprise were understandably meager 
in every way but expectation. Its orig- 
inal headquarters were in a one-room 
office in Chicago’s Eighth Street Thea- 
tre owned by the wis National Barn 
Dance. The room was a combination 
office-studio—used by the Barn Dance 
talent between broadcasts of their radio 
show— which the new film outfit 
shared with the theatre manager, who 
occupied the front part. In the back 
were Fred Niles and his then and now 
creative director, scriptwriter and pub- 
licity girl, Ruth L. Ratny, brought over 
from Kling. 


... and a Grand Piano 


Also included in the back-of-the- 
room headquarters were a phone, a 
formica-topped table used as a desk, 
a battered typewriter, a filing cabinet, 
assorted chairs, office supplies and a 
grand piano. 

A month later the man from the 
phone company was a harbinger of 
better days to come. He put in a sec- 
ond phone. Now outgoing calls could 
be made, with the other phone re- 
served for incoming calls — from 
would-be paying customers. 

Soon one incoming call was indeed 
paying. Niles Productions made its 
first television commercials, four one- 
minute spots, for the Oklahoma Oil 
Co. A second call and the company 
produced filmed announcements for the 
Rust-Oleum Corp., maker of a rust 
preventative. Mr. Niles recalls that the 


conference with the representatives 
from Rust-Oleum and its agency 
O’Grady, Anderson, Gray—was held at 
the Eighth Street Theatre office around 
the grand piano. 

Other calls came in and more films 
were made by the new 
Meanwhile, it had been adding to its 
permanent staff. 


company. 


At the turn of the new year, the 


Katz, 


and the firm’s senior producer, Lloyd 


present controller, Edward E. 


Bethune, made it a foursome in the 
Eighth Street office, with the piano 
now doubling as Mr. Bethune’s desk 
and company conference table. In 
February, Tom Ryan came into the 
firm as production manager. Then in 
March, Niles added cinematographer 
Jack Whitehead to its staff. Mr. White- 
head, who had served as photographer 
for such feature films as The Red 
Shoes, Hamlet, King Solomon’s Mines 
and The 39 Steps, is now supervisor of 
photography at Niles. The Niles head 
cameraman is Howard Siemon, a 
veteran of 18 years, who came to the 
company in August. 

It was obvious after the first few 
weeks that the firm would have to find 
other quarters. Fred Niles’ aim was to 
acquire space that would give him 
full studio and office facilities under 
one roof. 

This came to pass on Feb. 12, three- 
score days after the company was con- 
ceived. Some 15 members began the 
task-force job of moving into thei: 
own home, a tri-story brick building 
in the heart of Chicago’s theatrical 
district. 

Each day 


for the next several 


(Continued on page 72) 
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San Diego, KFSD-TV : AAP Warner 
Bros. (116); NTA 20th Century (86) ; 
SCREEN GEMS Movie Parade (104). 
Rep.: The Katz Agency, Inc. 


San Diego, XETV: C&C Movietime 
(250); RKO Million Dollar (28); 
HTS (26); NTA Fabulous Forty. 
Rep.: Weed Television Corp. 


San Francisco, KPIX: C&C Movie- 
time (742); NTA 20th Century, TNT- 
Selznick (110), Fabulous Forty; AAP 
Warner Bros. (58); ATLANTIC 
(24); and several other 
packages (approx. 700). Rep.: The 
Katz Agency, Inc. 


Champion 


San Francisco, KRON-TV: MAJOR 
Top A’s (26). Rep.: Peters, Griffin, 
Woodward, Inc. 


Tulare, KVWG: AAP Warner Bros. 
(754) ; TELE-PICTURES (45) ; MAS- 
TERPIECE (25); BAGNALL (30). 


COLORADO 


Colorado Springs, KKTV: NTA 
20th Century (26); SCREEN GEMS 
(39), Hygo Features (20). Rep.: The 
Bolling Co., Inc. 


Colorado Springs, KRDO-TV: 
NTA Fabulous Forty. Rep.: John E. 


Pearson Television, Inc. 


Denver, KOA-TV: NTA Fabulous 
Forty, TNT. Rep.: NBC Spot Sales. 


Denver, KTVR: MGM Golden Treas- 
ury (723); GUILD MPTV 253). 
Rep.: Blair Tv Assoc., Inc. 


Denver, KBTV: NTA 20th Century 
(52); UA Top 39 (39). Rep.: Peters, 
Griffin, Woodward, Inc. 


Grand Junction, KREX-TV: NTA 
Fabulous Forty (32) ; SCREEN GEMS 
Movie Parade (52). Rep.: Hal Holman 
Co. 


Pueblo, KCSJ-TV: NTA Fabulous 
Forty, TNT. Rep.: John E. Pearson 


Television, Inc. 


CONNECTICUT 


Hartford, WHCT: MGM Golden 
Treasury (723); SCREEN GEMS 
Movie Parade (104); NTA (40). 
Rep.: CBS Tv Spot Sales. 


New Britain, WNBC: NTA 20th 
Century (52). Rep.: NBC Spot Sales. 
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New Haven, WHCT: NTA Fabulous 
Forty, TNT. Rep.: CBS Television 
Spot Sales. 


New Haven, WNHC-TV: MGM Gol- 
den Treasury (723); AAP Warner 
Bros. (754); C&C Movietime (742); 
NTA Fabulous Forty. Rep.: The Katz 


Agency, Inc. 


DISTRICT OF COLUMBIA 
Washington, WRC-TV: MAJOR 
Top A’s (26); NTA TNT. Rep.: NBC 
Spot Sales. 


Washington, WTOP-TV : NTA 20th 
Century (52), Fabulous Forty. Rep.: 
CBS Tv Spot Sales. 


FLORIDA 

Daytona __ Beach, WESH-TV: 
SCREEN GEMS Movie Parade (104) ; 
M & A ALEXANDER (26); TPA Ed- 
ward Small (26). Rep.: Edward Petry 


& Co., Inc. 


Ft. Myers, WINK-TV: NTA Fabu- 
lous Forty. Rep.: Joseph Hershey Mc- 


Gillvra, Inc. 


Jacksonville, WMBR-TV: HTS 
(26); M & A Alexander (42); NTA 
Fabulous Forty; UA (39). Rep.: CBS 
Tv Spot Sales. 


Miami, WTVJ: NTA 20th Century 
(52), TNT, Fabulous Forty. Rep.: 
Peters, Griffin, Woodward, Inc. 


Orlando, WDBO-TV: FLAMINGO 
Features (26); AAP (6). Rep.: Blair 


Television Assoc., Inc. 


Pensacola, WEAR-TV: NTA Fabu- 
lous Forty. Rep.: George P. Holling- 
bery Co. 


St. Petersburg, WSUN-TV: C&C 
Movietime (222); TELE-PICTURES 
(40); M & A ALEXANDER (104); 
NTA Fabulous Forty. Rep.: Venard, 
Rintoul & McConnell, Inc. 


Tallahassee, WCTV : NTA 20th Cen- 
tury (138), Fabulous Forty (40), 
TNT; HTS (75). Rep.: Blair Tv 
Assoc., Inc. 

Tampa, WFLA-TV : SCREEN GEMS 
Movie Parade (104). Rep.: Blair-Tv. 
Tampa, WTVT: NTA 20th Century 
(52), Selznick (35) ; QUALITY (42). 
Rep.: Avery-Knodel, Inc. 


West Palm Beach, WEAT-TV: 
NTA Fabulous Forty, TNT. Rep.: H-R 


Television, Inc. 


West Palm Beach, WPTV: NTA 
20th Century (52); SCREEN GEMS 
Movie Parade (104). Rep.: Venard, 
Rintoul & McConnell, Inc. 


GEORGIA 
Atlanta, WLW-A: C&C Movietime 
(371); NTA TNT (35). Rep.: Bomar 


Lowrance & Assoc., Inc. 


Atlanta, WSB-TV: MGM Golden 
Treasury (723) ; NTA Fabulous Forty, 
20th Century (52). Rep.: Edward 
Petry & Co., Inc. 


Augusta, WRDW-TV: GUILD 
MPTV (300); SCREEN GEMS Hygo 
(26); TELE-PICTURES (indefinite). 
Rep.: The Branham Co. 


Columbus, WDAK-TV: NTA Fabu- 
lous Forty, TNT. Rep.: Headley-Reed 
Co. 


Columbus, WRBL-TV: GUILD 
(381). Rep.: George P. Hollingbery 
Co. 


Macon, WMAZ-TV : SCREEN GEMS 
Movie Parade (104); RKO (47); 
AAP Movieland (9). Rep.: 
Knodel, Inc. 


Savannah, WTOC-TV: RKO (48). 
Rep.: Avery-Knodel, Inc. 


Avery- 


IDAHO ‘ 

Boise, KBOI-TV: NTA Fabulous 
Forty, TNT. Rep.: Griffin, 
Woodward. Inc. 


Boise, KIDO-TV : NTA 20th Century 
(52). Rep.: Blair Television Associ- 
ates, Inc. 


Idaho Falls, KID-TV : RKO Million 
Dollar (37). Rep.: Gill-Perna, Inc. 


Twin Falls, KLIX-TV: NTA 20th 
Century (52), TNT. Rep.: Gill-Perna, 


Inc. 


Peters, 


ILLINOIS 

Bloomington, WBLN-TV: NTA 
Fabulous Forty. Rep.: Joseph Hershey 
McGillvra, Inc. 


Champaign, WCIA: NTA 20th Cen- 
tury (52), TNT (26); RKO Million 
Dollar (17) ; FLAMINGO (26). Rep.: 
George P. Hollingbery Co. 


Chicago, WBBM-TV: MGM Golden 
Treasury (723). Rep.: CBS Tv Spot 
Sales. 


Chicago, WBKB: UA Top 39 (39); 








C&C Movietime (742) ; INTERSTATE 
(20). Rep.: Blair-Tv. 

Chicago, WGN-TV; ADMIRAL 
ADV. (34); AAP Warner Bros. 
(754), Movieland (26); ATLANTIC 
(24); BAGNALL (26); CHERYL 
(17); FLAMINGO (19); RKO Mil- 
lion Dollar (42); HTS (37); INTER- 
STATE (19); M & A ALEXANDER 
(31); NTA 20th Century (52), TNT; 
TELE-PICTURES (41); SCREEN 
GEMS Movie Parade (104), Hygo 


(22), Unity (18). Rep.: Edward 
Petry & Co., Inc. 
Chicago, WNBQ: NTA Fabulous 


Forty. Rep.: NBC Spot Sales. 
Decatur, WTVP: NTA (78); RKO 
(27); GUILD. Rep.: The Bolling Co., 


Inc. 


Evansville, WTVW: NTA 20th Cen- 
tury (52), Fabulous Forty, TNT. Rep.: 
George P. Hollingbery Co. 

Peoria, WEEK-TV: RKO Million 
Dollar (13). Rep.: Headley-Reed Co. 
Peoria, WTVH: NTA 20th Century 
(52), Fabulous Forty, TNT. Rep.: 
Edward Petry & Co. 


Quincy, KHQA-TV: TELE-PIC- 
TURES (52); NTA Fabulous Forty, 
TNT-Selznick, 20th Century (171). 
Rep.: Weed Television Corp. 
Rockford, WREX-TV: NTA 20th 
Century (52), TNT (30), Fabulous 
Forty (40), Rocket (86), Cardinal 
(7), Roach, Impact, Beverly, PSI 
(75); MCA-TV Rogers-Autry (123) ; 
FLAMINGO Westerns (194); AT- 
LANTIC Champion (10); TPA Ed- 
ward Small (26); SCREEN GEMS 
Unity (800); HTS (26). Rep.: H-R 
Television, Inc. 

South Bend, WSBT-TV: NTA 20th 
Century (52); SCREEN GEMS Movie 
Parade (52), Hygo “22” (11), 
Mystery (52); CHERYL (26): HTS 
Diamond & Emerald (40). Rep.: Paul 
H. Raymer Co. 

Springfield, WICS: NTA 20th Cen- 
tury, Selznick (36), Fabulous Forty; 
SCREEN GEMS Movie Parade (52). 


Rep.: Young Television Corp. 


INDIANA 

Indianapolis, WFBM-TV: AAP 
Warner Bros. (174) ; QUALITY (40) ; 
NTA (30), Fabulous Forty. Rep.: The 
Katz Agency, Inc. 


Indianapolis, WISH-TV: AAP 
Warner Bros. (118); NTA 20th Cen- 





Local and regional sales manager W. 
D. Swanson, right, has been named 
commercial manager of KTVX Musko- 
gee-Tulsa, it has been announced by 
managing director Mike Shapiro. Pro- 
gram director Robert Norris, left, has 
been promoted at the same time to 
operations director. 


tury (138), TNT; SCREEN GEMS 
Mystery Parade (52). Rep.: The Boll- 


ing Co., Inc. 


Muncie, WLBC-TV: NTA 20th Cen- 
tury (136), Fabulous Forty; AAP 
(101); TPA Edward Small (26). 
Rep.: Hal Holman Co. 


South Bend-Elkhart, WNDU-TV: 
C&C Movietime (420): NTA (200). 
Rep.: Edward Petry & Co., Inc. 


Terre Haute, WTHI-TV: RKO Mil- 
lion Dollar (47); NTA TNT (36). 
Rep.: The Bolling Co. 


IOWA 


Cedar Rapids, WMT-TV: MGM 
Golden Treasury (723); NTA 20th 
Century (115), NTA Fabulous Forty, 
TNT; SCREEN GEMS Movie Parade 
(104). Rep.: The Katz Agency, Inc. 


Davenport, WOC-TV: NTA Fabu- 
lous Forty, TNT. Rep.: Peters, Grif- 
fin, Woodward, Inc. 


Des Moines, KRNT-TV: SCREEN 
GEMS Movie Parade (104); UA Top 
39 (39), NTA Fabulous Forty, TNT. 
Rep.: The Katz Agency, Inc. 


Des Moines, WHO-TV: AAP Movie- 
land (26); NTA 20th Century (138). 
Rep.: Peters, Griffin, Woodward, Inc. 


Fort Dodge, KQTV: MAJOR (13); 
TPA Edward Small (26). Rep.: John 


E. Pearson Television, Inc. 


Mason City, KGLO-TV: TPA Ed- 
ward Small (26); NTA Fabulous 
Forty. Rep.: Weed Television Corp. 


Sioux City, KTIV: C&C Movietime 
(742); AAP (88) ; FLAMINGO (13) ; 





NTA (135). Rep.: George P. Holling- 
bery Co. 

Sioux City, KVTV: NTA Fabulous 
Forty, TNT. Rep.: The Katz Agency, 
Inc. 

Waterloo, KW WL-TV: NTA (100). 
Rep.: Avery-Knodel, Inc. 


KANSAS 

Great Bend, KCKT-TV: SCREEN 
GEMS Movie Parade (104); INTER- 
STATE (40). Rep.: The Bolling Co.., 


Inc. 


Hutchinson, KTVH: NTA 20th Cen- 
tury, TNT-Selznick (171); UA Top 
39 (39); GUILD MPTV (39); RKO 
Million Dollar (47). Rep.: H-R Tele- 


vision, Inc. 


Pittsburg, KOAM-TV: NTA 20th 
Century (52). Selznick (34). Rep.: 
The Katz Agency, Inc. 

Topeka, WIBW-TV: UA Top 39 
(39); FLAMINGO (26); TPA Ed- 
ward Small (26); NTA 20th Century. 
TNT, Fabulous Forty (125). Reps.: 
Capper Publications, Inc. & Walter 
Biddick Co. 

Wichita, KAKE-TV: SCREEN 
GEMS Movie Parade (70) ; AAP War- 
ner Bros. (250) ; NTA Fabulous Forty. 
Rep.: The Katz Agency, Inc. 


KENTUCKY 

Louisville, WAVE-TV: NTA 20th 
Century (52), Selznick (11), Fabulous 
Forty; UA Top 39 (39). Rep.: NBC 
Spot Sales. 


LOUISIANA 

Baton Rouge, WAFB-TV: NTA 
20th Century (52), Fabulous Forty, 
TNT. Rep.: Young Television Corp. 
Baton Rouge, WBRZ: HTS (64); 
SCREEN GEMS Hygo (30); INTER- 
STATE 30-Feature (30). Rep.: George 
P. Hollingbery Co. 

Lafayette, KLFY-TV: HTS (200): 
NTA Fabulous Forty, others (indef- 
inite). Rep.: Venard, Rintoul & Mc- 
Connell, Inc. 

Lake Charles, KPLC-TV: NTA 
Fabulous Forty. Rep.: Weed Television 
Corp. 

New Orleans, WDSU-TV: NTA 
20th Century (52), Fabulous Forty, 
TNT. Rep.: Blair Tv. 


(Continued on page 51) 
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Advertisement 


.Y. spot editor 


A column sponsored by one of the leading film producers in television 
SARRA 


NEW YORK: 200 EAST 56TH STREET 
CHICAGO: 16 EAST ONTARIO STREET 


ew 





Penney’s “Carousel of Cottons” introduces suburban cotton dresses at $2.79—and in | 
the style of a fine fashion show! Beautiful models in a modern setting, high-fashion 
photography and style-show narration puts lots of sell in these 1 minute spots, which 
will saturate multiple markets during a short, intensive television campaign. Frequent 
use of Penney’s name and prominent label display strongly identify the dresses. 
Created and produced by SARRA for J. C. PENNEY CO., INC. through THE RALPH 
ALLUM COMPANY. INC. 
SARRA, INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


What could whet the appetite more than a big beautiful turkey, roasted to a golden 
brown? And what could sell butter better, than seeing that turkey brushed and basted 
with plenty of it? This 1 minute TV spot for the American Dairy Association is 
one of a series extolling butter—as the spread, and as a flavorful cooking ingredient. 
Step by step this particular episode shows preparation and roasting. And SARRA’s 
food photography gives the result plenty of appetite appeal. Produced by SARRA for 
the AMERICAN DAIRY ASSOCIATION, through CAMPBELL-MITHUN, INC. 


SARRA, INC. . 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 





The newest in the continuing T.V. spot series for St. Joseph Aspirin stresses its dis- 
integrating speed—“3 times faster than other pain relievers tested!” A dramatic, 
comparative laboratory test proves another point of St. Joseph’s superiority. The 
entire series of 1 minute and 20 second TV spots is fast paced and exciting. The 
product is strongly identified, and the name St. Joseph is well handled to stay in 
viewers’ minds. Produced by SARRA for PLOUGH INCORPORATED. through 
LAKE-SPIRO-SHURMAN, INC. 
SARRA, INC. 


New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 


The New Lilt Home Permanent is the “fastest, easiest permanent ever” says the charm- 
ing narrator. And a convincing demonstration bears this out. Contrasting Lilt with 
a competitive product, this TV spot shows how easily the Lilt squeeze bottle sprays 
Lilt on and ingeniously proves its faster saturation with blotting paper curls. Shots 
of a model’s hair—short, longer, shoulder length—offer evidence that curls sprayed 
with Lilt “last and last until they’re cut!” This series of 60 second TV spots was pro- 
duced by SARRA for THE PROCTER AND GAMBLE COMPANY, through GREY 
ADVERTISING AGENCY, INC. 


SARRA, INC. 
New York: 200 East 56th Street 
Chicago: 16 East Ontario Street 
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Film Sales 
Pa se 


446" here’s a new look in syndica- 

tion,” says Leslie Harris, vice 
president and general manager of CBS 
Television Film Sales, Inc. “It came 
about the hard way, but there’s no 
doubt it’s here. We’re going to do 
more business this year than ever 
before.” 

In an exclusive interview with TELE- 
VISION AGE, Mr. Harris pointed out 
that remodeling improvements were 
made both on the inside and the out- 
side. “The industry itself realized 
about eight months ago that times 
definitely had changed,” he said. “It 
was no longer possible to make a 
quality half-hour show for less than 
$25,000. And, at these prices, it was no 
longer possible to stay in business un- 
less you made the big regional or 
national sale.” 

At the same time, the film executive 
declared, “There was a_ grassroots 
movement among the salesmen and 
representatives of the bigger regional 
and national advertisers for syndicated 
films. This pressure from the men in 
the field made itself felt in the home 
offices and pretty soon even Madison 
Avenue was thinking rural.” 

“Of course,” Mr. Harris emphasized, 
“this did not come about without 
thorough research and hard selling on 
the part of syndicators and the willing- 
ness of the agencies and advertisers 
to listen.” 

Mr. Harris listed the following as 
factors which he believed caused ad- 
vertisers to have a new regard for 
syndicated property: 

1. Decided improvement in the 
quality of the films. “There’s no doubt 
they’ve gotten better. They’ve had to. 
The average viewer can’t tell the dif- 
ference between a syndicated show and 
a network show. And as long as its 
good entertainment he doesn’t care.” 

2. Increased confidence among 
buyers in the syndicated companies. 
“The top firms have been in business 
a long time, measured in relation to 
the age of the industry. They have 
consistently produced good product 
and have shown they are extremely 
ethical.” 


3. Growing awareness of the ef- 
fectiveness of local shows. “This is 
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Scene on the beach in 
feature, Champion. 


the Atlantic 


not only true for the advertiser but for 
the station as well. For one thing, the 
station gets more money for its share 
of the syndicated show than it does for 
a network program. Then, too, stations 
tend to take a more personal interest 
in the locally emanated show than in 
the one piped from the network.” 

4. Prime network time is hard to 
get. “A generally accepted fact.” 

5. The syndicated show can give an 
advertiser more attention via promo- 
tion and each 
market. “The stars can make personal 
appearances, or there can be exciting 
localized premieres. This kind of on- 
the-spot promotion brings the adver- 
tiser and his message closer to the 
point-of-sale. Then, too, I believe a 
coming development, and one that will 
increase the services a syndicator can 
offer, is that soon we will handie all 
billings for the sponsor, for time and 
talent. Of course, today a good syndi- 
cator will help an advertiser clear time. 
Incidentally, it’s been axiomatic among 


merchandising in 


syndicators, and now advertisers know 
it, that there is no problem of time 
clearances if you’ve got a good show.” 

6. Improved research. “This is 
another service syndicators can offer 
an advertiser. We can tell him what 
his cost per thousand is in individual 
markets, as well as other data which 
will enable him to pick and choose 
his markets based on results.” 

Mr. Harris closed the interview with 
both a realistic appraisal—“We can’t 
duplicate a network show, so we ac- 
cept it. Feature films haven’t harmed 
the syndicated show at all”—and an 
optimistic predi¢tion—“The next big 
syndication advertisers will be the 
automobile manufacturers and _ the 
soft-drink franchise dealers. In short, 
the new look looks good.” 


Syndicated Film 
ABC FILM SYNDICATION, INC. 


Anniversary Package 


KBET Sacramento, participating; KDWI-TV 
Tucson, participating. 

Code 3 

KTEN-Tv Ada; wtvy Miami, American 
Circle; wtcn-Ttv Minneapolis; WSFA-TV 
Montgomery, Miller High-Life; KpKa-Tv 
Pittsburgh, Nabisco & General Tires; wNao- 


tv Raliegh; Kiva-tvy Yuma. 

Racket Squad 

KIEM-TvV Eureka, Swiss Colony Wine; KstTP- 
tv Minneapolis; wnao-tv Raleigh; Kco-rv 
San Francisco. 

Sheena, Queen of The Jungle 
wsJv-tv Elkhart, wcem-tTv Quincy; WNAO-TV 
Raleigh. 


ASSOCIATED ARTISTS PRO- 
DUCTIONS, INC. 


Warner Features 

Koat-tv Albuquerque; wtvn-ty Columbus; 
KDuUB-Tv Lubbock; wasp New York; Kvvc 
Tulare-Fresno. 

Warner Cartoons 

KbuB-tv Lubbock; KTvx Tulsa. 

Popeye Cartoons 

KpuB-tv Lubbock. 

ATLANTIC TELEVISION CORP. 
Champion & Million Dollar Packages 
wrMsB-tv Indianapolis; wsm-tv Nashville; 
WHYN-Tv Springfield, Mass. 

Million Dollar Package 


wuHpP-Ty Harrisburg; WEHT Henderson; WABD 
New York City; wrat-tv Raleigh. 


INTERSTATE TV CORP. 


Adventure Action Series 

wH10-Ttv Dayton; KRop-Tv El] Paso; wstw 
Florence; KNAC-TV Ft. Smith; wcxt Miami. 
Adventure Album 

wMFD-tv Wilmington. 

Counterpoint 

KNOX-Tv Grand Forks. 

Jimmy Wakely Westerns 

KNAC-TY Ft. Smith. 


Jubilee Theater 


wsiL-tv Harrisburg, Ill.; KpKa-ty Pittsburgh. 
Little Rascals 
wews Cleveland; Consdlideted Television 


Cable Corp., Wenatchee, Wash.; Kotv Ft. 


Dodge; KNOE-TV Monroe; wcov-tv Montgo- 
mery; WHBF-TV Rock Island, kTBs-tv Shreve- 
port. 

Public Defender 

KILT-Tv El Paso; wrvw Evansville; wJAc-TVv 
Johnstown; KmBc-tv Kansas City; KSYD-TV 
Wichita Falls; wspa-tv York. 

Royal Playhouse 

KVOs-TvV Bellingham. 


Where Were You? 


KLRJ-TV Las Vegas; KFEQ-TV St. Joseph. 


PATHE PICTURES, INC. 


Studio Telescriptions Library 


Kris-ty Corpus Christi; xprx-tv Dickinson; 
KIEM-TvV Eureka; KoTI-Tv Klamath Falls; 
KBEs-TV Medford; wata-tv Mobile; wretv 
Palm Beach; wsts-tv Roanoke; KROC-TV 
Rochester, Minn.; wrvo Rockford; WAPA-Tv 
San Juan; wres Schenectady. 


TELE. SCREEN PRODUCTIONS 
Jim and Judy in Teleland (5 min.) 
(Continued on page 46) 
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starring 


John HART 


Lon CHANEY 





James Fenimore Cooper's all- 
family classic has a ready- 
made audience. Hawkeye’s 
everybody's idol! Thrilling 
outdoor action—an “Eastern” 
filmed on location in actual 
French-indian War Country. 
You get better sponsor iden- 
tification. Excellent markets 
still available. Wire or 
phone collect right now for 
your market before another 
sponsor beats you fo it. 





Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 « PLaza 5-2100 
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Film 


wecpo-tv Cincinnati, integrated into longer 
program. 


(Continued from page 45) 


WINIK FILMS CORP. 


Famous Fights 

Koat-tv Albuquerque, Plymouth-Dodge; 
Kvos-tv Bellingham; KFBC-TV Cheyenne, 
Spot Part; wsaz-tv Huntington, Fall City 
Brewing; WALA-Tv Mobile, Grady Buick; 
wMur-TV Manchester; wstv-Ttv Steubenville, 
East Liberty Motors. 


Film Commercials 


ACADEMY PICTURES, INC. 


In Production: Fedders-Quigan Corp. (Fed- 
ders air conditioning), D’Arcy; S. C. John- 
son & Son, Inc. (Johnson’s wax), NL&B; 
General Electric Co. (“Live Better Elec- 
trically”), BBDO; Lever Bros. Co. (Lifebuoy 
soap), MacLaren; Thomas J. Lipton, Inc. 
(Lipton tea), Y&R; Procter & Gamble Co. 
(Prell), B&B; Eagle Pencil Co. (Eagle 
Mirado pencil), BBDO; B. T. Babbitt, Inc. 
(Bab-O-Cleanser), D-F-S; Shell Oil Co. 
(oil & gasoline), JWT. 


SHAMUS CULHANE PRODUC- 
TIONS, INC. 

Completed: Atlanta Baking Co. (Holsum 
bread), Long; National Brewing Co. (Na- 
tional Bohemian beer), Doner; General 
Mills Inc. (Sugar Jets), Tatham-Laird; 
Omar, Inc. (bakery products), Fitzmorris; 
Alberto-Culver Co. (V05 hair preparations), 
Wade; Colgate-Palmolive Co. (Vel), Brown; 
American Gas (natural gas), Lennen & 
Newell; Pontiac Motor Division-General 
Motors Corp. (cars), MacManus, John & 
Adams; Minute Maid Corp. (frozen fruit 
juices), Bates. 

In Production: Linco Products Corp. 
(Bleach), HH&MC.; Atlanta Baking Co. 
(Holsum bread), Long; Esso Standard Oil 
Co. of Canada (carcheck), MacLaren; Al- 
berto-Culver Co. (V05 hair preparations), 
Wade; P. Ballantine & Sons (beer), Esty; 
Austex (foods), Fitzgerald; Bell Telephone 
Laboratories, Inc. (educational), Ayer. 


DYNAMIC FILMS, INC. 


Completed: Charles Antell, Inc. (Formula 
$9, hairspray-Set ’n’ Forget), Paul Venze; 
Bulova Watch Co. (watches). 

In Production: Bulova Watch Co. (watch- 
es); Pure Oil Co. (Dynamic “G” gasoline) ; 
Charles Antell, Inc. (hairspray), Paul 
Venze; Mrs. Baird’s Bakeries, Inc. (Mrs. 
Baird’s bread), Tracy Locke; Bardahl Mfg. 
Co. (Insuleze); QED Hair Tonic, KFC&C. 


FILMACK CORP. 

Completed: Weil & Co. (Don-De coffee), 
Lustig; RC Cola (hockey ticket premium), 
Lustig; Hinckley & Schmitt Co. (nursery 
water), Harry Atkinson; Talman Federal 
(savings & loar services), Radio Produc- 
tions; Thor Power Tool Co. (pneumatic & 
electric tools), RW&C; A. O. Smith Corp. 
(Permaglas water heaters), Cramer-Kras- 
selt; wsBBM-Tv (late show opening), CBS. 


FILM CREATIONS 


Completed: S. A. Schonbrunn & Co., Inc. 
(Savarin coffee, Gumbinner; Rayco Mfg. 
Co., Inc. (seat covers), Mogul; Ronzoni 
Macaroni Co., Inc. (spaghetti products), 
Mogul; Quaker Oats Co. (Puss ’n’ Boots), 




















A Playhouse Pictures commercial for 
Tums. 


Baker; National Biscuit Co. (Nabisco 
thins), McCann-Erickson. 

In Production: Johnson & Johnson (dental 
div.), Frohlich; Whitehall Pharmacal Co. 
(Anacin), Bates; American Oil Co. (Pan 
American oil), Katz; Revlon Products 
Corp. (Aquamarine), Mogul. 


GRAY & O’REILLY 

Completed: Cities Service Co. (gasoline), 
Ellington; Nestle Co., Inc. (Nescafe). 
Houston; Grove Laboratories, Inc. (Fitch 
shampoo), Cohen; West End Brewing Co. 
(Utica Club beer & ale), Cohen; General 
Electric Co. (air conditioners), Y&R; Gen- 


eral Foods Corp. (Minute Rice, Dream 
Whip), Y&R; Block Drug Co. (Nytol), 
SSC&B. 

HARRIS-TUCHMAN PRODUC- 
TIONS 


Completed: Carnation Co. (Instant chocolate 
mix), Erwin, Wasey. 

In Production: Tide Water Associated Oil 
Co. (petroleum products), Buchanan Inter- 
national Metals Products Co. (Arctic & 
Alpine Coolers), McCarty; Colgate-Palm- 
olive Co. (Lustre-Creme lotion shampoo). 
Lennen & Newell; Flotill Products Inc. 
(Tasti-Diet foods), Heintz. 


KEITZ & HERNDON 


Completed: Quality Chekd Dairy Products 
Assn. (all dairy products & ice cream). 
Campbell-Mithun; Standard Oil Co. of 
Indiana (oil & gasoline), D’Arcy; Okla- 
homa Corp. (investments), Knox-Ackerman: 
Continental Transfer & Storage Co. (trans- 
fer & storage), direct; Southern Union Gas 
Co. (gas ranges), direct; General Electric 
Co. (heating & cooling div), R&R; Fant 
Milling Co. (Gladiola biscuits), Crook. 

In Production: Derby Refining Co. (gaso- 
line & oil), McCormick-Armstrong; Lone 
Star Brewing Co. (Lone Star beer), Glenn; 
Topeka Savings (bank), Whitney; Ft. 
Worth National Bank (bank), Glenn: Big 
Red (furniture), Erwin, Wasey; Southern 
Union Gas Co. (clothes dryers), direct. 


WALTER J. KLEIN CO. 


Completed: Powell-Warne Bakery (Arch- 
way cookies), Walter J. Klein; Marnat 
Packing Co. (Big Time cat food); Maola 
Milk & Ice Cream Co. (Maola Laboratory, 
butter pecan ice cream, cherry vanilla ice 
cream); Carolina Druggists Assn. (Colo- 
noid); N. C. Food Dealers Assn. (Fiavor 
straws); Phillips Packing Co. (Phillips). 


JAMES LOVE PRODUCTIONS, 
INC. 


Completed: Columbia Records (mood 
music), McCann-Erickson; Alcoa Steamship 
(Continued on page 48) 

















BELL & HOWELL VIDICON PROJECTORS 


Versatile Programming... Low Initial Cost 


Originally produced to meet 
rigid JAN (Joint Army-Navy) 
specifications, this Bell & 
Howell projector is noted for 
its ruggedness, trouble-free 
performance, simplicity and 
ease of servicing. It includes 
the following special features: 
Optical and magnetic sound 
reproduction e Fixed-axis 
framing e Easy threading 
Built-in loop setter e« For- 
ward and reverse e Operating 
hour meter e Single-phase 
operation eGOO-ohm balanced 
line output. 





As an integral part of Vidicon film chains, this new 16mm 
Bell & Howell projector provides many unique advan- 
tages. For example, you get complete manual control, 
plus connection for remote control. At the push of a 
button, you can change from picture and sound on one 
projector to the same set-up on the other. 

This Bell & Howell projector also conforms to pro- 
posed new ASA standards for placement of magnetic 
sound. All in all, the full potential of versatile program- 
ming is in direct proportion to the creativeness of your 
production people. 

Talk to your Systems Supplier soon. His quotation 
will be a pleasant surprise. Or write for specifications on 
Design 614 CVBM projector. Bell & Howell, 7138 


McCormick Road, Chicago 45, IIl. 





FINER PRODUCTS THROUGH IMAGINATION 


Belle Howell 


February 11, 1957, Television Age 








Film 
Co. (steamship service), F&S&R. 

In production; Columbia Records (Broad- 
way show), McCann-Erickson; Scott Seed. 
(direct); Raytheon Mfg. Co., (direct); 
Westinghouse Electric Corp. (air condition- 
ing) F&S&R; U. S. Air Force (civil air 
patrol); U. S. Brewers Foundation, Inc. 
(game cookery), JWT; Alcoa Steamship 
Co. (steamship service) F&S&R; Vick 
Chemical Co. (Vicks VapoRub), Morse; 
Westinghouse Electric Corp. (steam iron), 
McCann-Erickson; General Mills, Inc. 
(Studio One), McCann-Erickson. 


(Continued jrom page 46) 


MPO TELEVISION FILMS, INC. 


Completed: American Gas Assn. (gas ap- 
pliances), L&N; Sylvania Electric Products, 
Inc.. JWT; Carter Products, Inc. (Colo- 
naid), KFC&C; Hudnut Sales Co., Inc. 
(Richard Hudnut Quick), SSC&B; Carter 
Products, Inc. (Arrid), Ted Bates; J. B. 
Williams Co. (Aqua Velva-’Lectric Shave), 
JWT; Lever Bros. Co. (Lux Liquid De- 
tergent), JWT; Lever Bros. Co. (Lux 
Liquid Detergent), JWT; Scott Paper Co. 
(Scott Tissue), JWT; Lever Bros. Co. 
(Spry shortening), K&E; R. J. Reynolds 
Tobacco Co. (Camels). 

In production: Philip Morris & Co. Ltd., 
Inc. (Philip Morris cigarettes), Ayer; 
Procter & Gamble Co. (Blue Dot Duz), 
Compton; United Air Force (nurses corps), 
R&R; Procter & Gamble Co. (Gleem tooth- 
paste), Compton; John Hancock Mutual 
Life Insurance Co., McCann-Erickson; CIBA 
Pharmaceutical Products, Inc., JWT; Car- 
ter Products, Inc. (Effisan), Ted Bates; R. 
J. Reynolds Tobacco Co. (Camels); Post 


Process Your Own 
Films and $ave 


$ 





Fully Automatic Self-Contained 
16mm Film Developing Machine 
BRIDGAMATIC Jr. does automatic 16-mm 


film processing at small cost, fits in most any 
corner. A true one-man lab, requires no special 
skill, no rigging, no constant watching—simply plug 
in and operate. Ideal for Motion Picture Producers, 
TV Stations, Laboratories, Photo Finishers, Micro- 
filmers, etc. Built-in drybox, heating elements, stain- 
less steel tanks, air squeegee—develops and dries 
ready for showing 600’ positive, 180’ 

negative per hour; from $1095 


LARGER CAPACITY negative/positive, Reversal and 
Color models available 16/35/70mm_ standard or 
custom built; from ....... .. $1887 


Convenient Time-Payment Terms Arranged 
Write for brochure 


5.0.5. CINEMA SUPPLY CORP. 
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MPO commercial for Procter & 
Gamble’s Gleem. 


Cereals Div. of General Foods Corp. (Post's 
cereals), B&B; Emerson Drug Co. (Bromo- 
Seltzer), L&N. 


FRED A. NILES PRODUCTIONS, 
INC, 


Completed: Allen B. Wrisley Co. 
& toiletries), Fulton-Morrissey; 

Oats Co. (Aunt Jemima Mix), J 
Shaw; Junior Achievement (Promo film), 
HH&Mc; Vienna Sausage Co. (meat prod- 
ucts), Gross; John Puhl Products Co. 
(Little Bo Peep ammonia), RW&C; Rheem 
Mfg. Co. (water heaters, Campbell-Ewald; 
Sessions Co., Inc. (Goldcraft peanut butter), 
Noble-Dury. 

In production: Spray ‘n’Wipe (cleaning 
compound), Sperry-Boom; Superior Meat 
Co. (Frankies, bacon, ham & Tastee-Pak), 
Marcus; Kelsey - Fraser (“Stay - Clean 
Kitchens”). 


(soaps 


§.0.$. Junior Tripod 


For Top Performance 


RAY PATIN PRODUCTIONS, 
INC, 

Completed: Anheuser-Busch, Inc. (Bud- 
weiser beer), D’Arcy; Wine Growers Guild 
(Guild wine), D-F-S; General Foods Corp. 
(Jello), Y&R; Blue Plate Foods, Inc. (pea- 


nut butter, mayonnaise & jellies), Fitz- 
gerald. 

PLAYHOUSE PICTURES 
Completed: Ford Motor Co. (°57 Ford 


trucks), JWT; M.J.B. Co. (M.J.B. coffee, 
Tree tea), BBDO; Jos. Schlitz Brewing Co. 
(Schlitz beer), JWT; Chrysler Corp. (’57 
DeSoto), BBDO. 


In production: U. S. Navy Recruiting (Navy 


Dept.); San Francisco Brewing Corp. 
(Burgermeister beer), BBDO; Falstaff 
Brewing Corp. (Falstaff beer), D-F-S; 


Commonwealth Edison Co. (electric light 
& power), Burnett; Northern Pacific Rail- 
way Co. (railroad transportation), BBDO;: 
Ford Motor Co. (Tennessee Ernie Ford 
Show openers), JWT; Socony Mobil Oil 
Co., Inc. (Mobilgas), Compton. 


SONG ADS, INC, 


Completed: Southern Bell Telephone & 
Telegraph Co., Tucker Wayne; Borden Co. 
(milk), Tracy-Locke; Pillsbury Mills, Inc. 
(brownies), Burnett. 

In Production: Duncan Coffee Co. (Admira- 
tion coffee), Tracy-Locke; Borden Co. 
(milk), Tracy-Locke; Pacific Telephone & 
Telegraph Co. (telephone & telegraph), Cole 
& Weber; Signal Oil Co. (Signal gasoline) , 
Stebbins; Ford Motor Co. (Mercury cars). 
K&E; Bohemian Brewing Co. (Bohemian 


(Continued on page 50) 





~ 16/35mm Titler an 
Special Effects Kit 





For all types of medium weight cameras 


Outside, knurled camera tightening knob 
with angle gears @ Telescoping, offset tripod 
handle with second handle position @ Posi- 
tive pan and tilt locks, with large tightening 
levers @ Detachable, precision machined 
friction plate @ One-piece leg locking knobs 
for quick adjustments, even tension @ Alumi- 
num leg supports with leg rest ledge—alumi- 
num leg bearings @ Extra smooth friction 
head—guaranteed for 5 years @ Seasoned, 
solid hardwood legs, oil treated and polished 
—will not stick. 


e Write for illustrated brochure. 


ONLY $145 (Sturdy Fibre Carrying Case $18) 





For Top Professional Results! 


Produces widest range of titles, trick films, cartoons, 
animation, etc. Takes most types of movie cameras. 
Horizontal and vertical operation. Table adjustable 
north, east, south, west. Title board size 74%" x 942" 
with tipping frame, overall dimensions 40” x 15” x 
12”, weight 40 ibs. Complete with all accessories. 


Twin lamps with reflectors for front and rear illumi- 
nation. 


Title card frame, platens at top and bottom. 
Distance scale for correct setting of camera lens. 


Running plus climbing title device for producing any 
number of title lines. Turntable for rotating titles, 
small objects and many other purposes. 


MODEL TG II, 16mm ...... . $175 
MODEL TG Ill, 16mm : $225 
MODEL TG IV, 16/35mm (illustrated) $325 


Write for brochure 


Dept. N, 602 WEST 52nd St., NEW YORK 19, N. Y.—Phone: PL 7-0440, Cable: Sosound 
Western Branch: 6331 Hollywood Boulevard, Hollywood 28, Calif. — Phone: HO 7-9202 














14.8 


4-month 
average with 
Warner Bros. 

















AND 
cr BIGGER 


On WBZ-TV’s “Boston 
Movietime”, (5:00-6:30 P.M., ] 3 2 
Mon.-Fri.) ratings shot up with Wane oe. 
the start of programming i 
Warner Bros. features from the 
previous month's 4.4 to a 


rousing 13.8. Succeeding months 


saw ratings go even higher, 
































17.7 
and stay up! ae 1 one 
a4 
AUG. SEPT. OCT. NOV. 





These ARB Ratings Demonstrate Not Only The Tre- 
mendous Audience PULL... But Also the Solid STAY- 
ING-POWER Of These History-Making Warner Hits! 


write or call ‘eo Ci. 
= e Inc. 


345 Madison Ave., N.Y. C. MUrray Hill 6-2323 


CHICAGO 
75 E. Wacker Drive » DEarborn 2-4040 


4&4 


before 
Warner Bros. 


DALLAS LOS ANGELES 
1511 Bryan Street + Riverside 7-8553 920 Sunset Boulevard - CRestview 6-588S 
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Film 
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“93” beer), Devine & Brassard. 


SOUND MASTERS, INC. 


Completed: Nestle Co., Inc. (Safety fudge), 
McCann-Erickson; General Electric Co. 
(bulbs & lamps), BBDO. 

In Production: Diamond Match Co. (Char- 
coal Briquets), Doremus; Nestle Co., Inc. 
(cocoa & coffee), McCann-Erickson; Borden 
Co. (malted milk), Y&R; Armour & Co. 
(Dash dog food), Ayer; Lever Bros. Co. 
(Hum detergent), SSC&B; V. LaRosa & 
Sons, Inc. (macaroni, ravioli, spaghetti, 
pizza pie), SSC&B. 


TRANSFILM, INC. 


Completed: U. S. Rubber Co. (U.S. Royal 
tires, House of the Future), Fletcher D. 
Richards; General Electric Co. (GE radios), 
Maxon; Lever Bros. Co. (Imperial marga- 
rine), FC&B;°P. Lorillard Co. (Old Gold 
cigarettes), Lennen & Newell; Colgate- 
Palmolive Co. (Ad detergent), Lennen & 
Newell; Whitehall Pharmacal Co. (Anacin), 
Ted Bates; Mennen Company (Mennen 
Hair Creme), Grey. 


UNIVERSAL PICTURES CO., TV 


Completed: Ford Motor Co. (Mercury cars), 
K&E; Philip Morris & Co. Ltd, Ine. 
(Parliament cigarettes), B&B; Chrysler 
Corp. (Imperial cars), McCann-Erickson; 
Ford Motor Co. (Ford cars), JWT; Colgate- 
Palmolive Co. (Colgate deodorant soap), 
Lennen-Newell; Narragansett Brewing Co. 
(Narragansett beer), C&W; Philip Morris 


producing 
excellent 
tv spots™ 


JAMIESON 
Span 


3825 BRYAN e DALLAS 
TA 3-8158 


© ANIMATION 

e SOUND STAGE 

e LABS AND 
OPTICALS 


* for such clients as 
Fitzgerald Advertising Agency 
Crawford & Porter Advertising, Inc. 
McCann-Erickson, Inc. 
Tracy-Locke Company, Inc. 
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SUPPLIER, SERVICE NEWS 


On Film 





UPA MERCHANDISING 

A separate merchandising depart- 
ment has been set up by UPA to 
handle the franchising of its cartoon 
characters to licensed manufacturers 
and advertisers. Named to head the 
new unit is James Chapin, formerly 
in charge of children’s merchandising 
for Capitol Records and most recently 
affiliated with General Teleradio Pic- 
tures. He will headquarter in New 
York beginning in April. At present 
he is at the company’s main studio in 
Burbank. 

Stephen Bosustow, president of UPA 
Pictures, Inc., stated that Mr. Chapin’s 
other responsibilities will include su- 
pervision of UPA’s two music com- 
panies and the newly formed television 
analysis department, which will launch 





& Co. Ltd. Inc. (Marlboro cigarettes), 
Burnett; Lever Bros. Co. (Lux soap), JWT; 
Eastman Kodak Co. (Brownie cameras), 
JWT; United States Steel Corp. (steel prod- 
ucts), BBDO; Pillsbury Mills, Inc. (Pills- 
bury flour), Burnett; Ronson Corp. (Ronson 
lighters), Norman, Craig & Kummel; Chrys- 
ler Corp. (DeSoto cars), BBDO; General 
Motors Corp. (Delco battery), Campbell- 
Ewald; Calvin Bullock, Ltd. (Calvin Bullock 
investment management), Doremus; E. I. 
DuPont DeNemours & Co., Inc. (Natl. 
Electric Week), BBDO. 


In Production: Kellogg Co. (Sugar Pops), 
Burnett; American Tobacco Co. (Hit 
Parade cigarettes), BBDO; Chrysler Corp. 
(DeSoto cars), BBDO; Anheuser-Busch, 
Inc. (Budweiser beer), D’Arcy; San Fran- 
cisco Brewing Corp. (Burgermeister beer), 
BBDO; General Motors Corp. (Chevrolet 
cars), Campbell-Ewald; Ford Motor Co. 
(Ford cars), JWT. 


UPA PICTURES, INC. 


Completed: Piel Bros. (Piel’s light beer), 
Y&R; P. Lorillard Co. (Old Gold filter 


cigarettes), Lennen-Newell. 


In Production: Piel Bros. (Piel’s light beer), 
Y&R; Wm. Schluderberg-T. J. Kurdle Co. 
(Esskay Meats), VanSant Dugdale; Na- 
tional Biscuit Co. (Nabisco “Spoonmen”), 
K&E; Colonial Stores, Inc. (Natur-Tender 
meats), LN&B; P. Ballantine & Sons 
(Ballantine beer), Esty Esslinger’s Inc. 
(Esslinger’s beer), J. Cunningham Cox; 
Genessee Brewing Co., Inc. (Genessee 
beer), Rutgers & Porter, Coca Cola Export 
Corp. (Coca Cola). 


WILDING PICTURE PRODUC- 
TIONS, INC. 


Completed: International Shoe Co. (wom- 
en’s shoes), HH&Mc; Ford Motor Co. 
(cars), JWT; Ohio Oil Co. (Marathon 
petroleum products), Ayer; Miles Labora- 
tory (Alka Seltzer, One-A-Day (Brand) 
Vitamins, Nervine, Tabcin), Geoffrey 
Wade. 


an international survey to determine 
fullest utilization of cartoon films in 
all phases of television. 


ROACH CHICAGO OFFICE 


The commercial division of Hal 
Roach Studios has announced the es- 
tablishment of a Chicago office with 
the naming of 
James E. Ander- 
son as director of 
midwest opera- 
tions. According 
to Sidney S. Van 
Keuren, vice 
president and 
general manager 
of the division, 
the Chicago office 
will be located at 221 N. LaSalle St. 

Mr. Anderson has had extensive ex- 
perience in television and program 
and film production, serving most re- 
cently as director of television for 
Atlas Film Corp., which he joined in 
1955. In 1953, he formed with a friend 
Anderson & Anderson; Inc., to produce 
and promote television programs and 





ANDERSON 


commercials. 


ROBERT LAWRENCE ADDS L.&N. 


Robert Lawrence Productions, Inc.. 
New York, has acquired Loucks & 
Norling Studios, industrial-film pro- 
ducing firm for more than three 
decades. Consolidation is on the ad- 
ministrative level only, with the studios 
and the production staffs of both com- 
panies remaining separate. 

Other Robert Lawrence Productions 
service offices and subsidiaries include 
Grantray-Lawrence Animation, Holly- 
wood, and Robert Lawrence Produc- 
tions (Canada) Ltd., Toronto. 

In a year-end statement, the Law- 
rence firm announced that in 1956 
business increased 35 per cent over 
1955. The company noted that the 
union between itself, as commercial- 
film specialists, and Loucks & Norling, 
as industrial-film producers, will give 
clients “in-depth service in two major 
areas of film production.” 
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Shreveport, KSLA-TV: NTA 
(116) ; SCREEN GEMS Hygo & Unity 
(200); HTS (40). Rep.: Paul H. 


Raymer Co., Inc. 


Shreveport, KTBS-TV: NTA Fabu- 
lous Forty. Rep.: Edward Petry & Co. 


MAINE 


Bangor, W ABI-TV: NTA Fabulous 
Forty. Rep.: George P. Hollingbery 
Co. 


Portland, WCSH-TV: RKO Million 
Dollar (45); AAP Movieland (68), 
Warner Bros. (58). Rep.: Weed Tele- 


vision Corp. 


Portland, WGAN-TV: NTA 20th 
Century (52), Fabulous Forty, TNT. 
Rep.: Avery-Knodel, Inc. 


MARYLAND 


Baltimore, WAAM: NTA Fabulous 
Forty. Rep.: Harrington, Righter & 


Parsons, Inc. 


Baltimore, WBAL-TV: NTA 20th 
Century (138). Rep.: Edward Petry 
& Co., Inc. 


Baltimore, WMAR-TV: NTA Fabu- 
lous Forty, (81); RKO (17); GUILD 
(30). Rep.: The Katz Agency, Inc. 


Salisbury, WBOC-TV: SCREEN 
GEMS (65); NTA Fabulous Forty. 
Rep.: Headley-Reed Co. 


MASSACHUSETTS 


Boston, WBZ-TV: AAP Warner 
Bros. (754), Movieland (28); NTA 
Fabulous Forty (45), TNT. Rep.: 
Peters, Griffin, Woodward, Inc. 


Boston, WNAC-TV: NTA 20th Cen- 
tury (52). Rep.: H-R Television, Inc. 


Springfield, WHYN-TV: NTA 20th 
Century (86), TNT; SCREEN GEMS 
Movie Parade (104); M & A ALEX- 
ANDER (18). Rep.: The Branham Co. 


Springfield, WWLP: NTA 20th 
Century (52), Fabulous Forty; UA 
Top 39 (39) ; HTS (39). Rep.: George 
P. Hollingbery Co. 


MICHIGAN 


Bay City, WNEM-TV: RKO Million 
Dollar (47) ; NTA 20th Century (52). 
Rep.: Edward Petry & Co., Inc. 


Cadillac, WWTV: TPA Edward 
Small (26); NTA 20th Century, TNT, 
Fabulous Forty (138); TELE-PIC- 
TURES (22). Rep.: Weed Television 
Corp. 


Detroit, CKLW-TV: NTA 20th Cen- 
tury (52), TNT. Rep.: Young Tele- 
vision Corp. 


Detroit, WXYZ-TV: NTA Fabulous 
Forty; MAJOR (26). Rep.: Blair Tv. 


Grand Rapids, WOOD-TV: NTA 
20th Century (52), Fabulous Forty, 
TNT. Rep.: The Katz Agency, Inc. 


Kalamazoo, WKZO-TV: RKO Mil- 
lion Dollar (45); HTS Mystery Fea- 
tures (26); STANDARD (24). Rep.: 
Avery-Knodel, Inc. 


Lansing, WJIM-TV: NTA TNT. 
Rep.: Edward Petry & Co. 


Marquette, WDMJ-TV : HTS (287) ; 
TELE-PICTURES (71). Rep.: Weed 
Television Corp. 


Saginaw, WKNX-TV: NTA Fabu- 
lous Forty. Rep.: Gill-Perna, Inc. 


MINNESOTA 

Duluth, KDAL-TV: NTA 20th Cen- 
tury (52), Selznick (10); AAP War- 
ner Bros. (171). Rep.: Avery-Knodel, 


Inc. 


Duluth, WDSM-TV: AAP Warner 
Bros. (74); M & A ALEXANDER 
(26); SCREEN GEMS Hygo, Unity, 
(80). Rep.: Peters, Griffin, Woodward, 


Inc. 


Minneapolis, KMGM-TV: MGM 
Golden Treasury (723); SCREEN 
GEMS (52); UA Top 39 (39). Rep.: 
The Branham Co. 


Minneapolis-St. Paul, KSTP-TV: 
MASTERPIECE (25); HTS (26). 
Rep.: Edward Petry & Co., Inc. 


Minneapolis, WCCO-TV : NTA 20th 
Century (52), TNT. Rep.: Peters, 
Griffin, Woodward, Inc. 


Minneapolis, WTCN-TV: NTA 
Fabulous Forty. Rep.: The Katz 
Agency, Inc. ~ 


Rochester, KROC-TV: NTA 20th 
Century, TNT (164), Fabulous Forty; 
RKO Million Dollar (47); ATLAN- 
TIC (55); BAGNALL (26); HTS 


Silver Emerald, Diamond (55). Rep.. 
The Meeker Co., Inc. 


MISSISSIPPI 


Hattiesburg, WDAM-TV: RKO 
Million Dollar (45); NTA 20th Cen- 
tury (138), TNT (37). Rep.: John 


E. Pearson Television, Inc. 


Jackson, WLBT: NTA Fabulous 
Forty (46), PSI (62), misc. (75); 
MCA-TV Rogers (67), Autry (57). 
Rep.: George P. Hollingbery Co. 


Columbia, KOMU-TV: NTA TNT- 
Selznick (35); TPA Edward Small 
(26); MAJOR (26). Rep.: H-R 


Television, Inc. 


Jefferson City, KRCG-TV: NTA 
20th Century (52). Rep.: Blair Tele- 


vision Associates, Inc. 


Kansas City, KCMO-TV: MGM 
Golden Treasury (723), NTA 20th 
Century (52). Rep.: The Katz Agency, 


Inc. 


Kansas City, KMBC-TV : NTA TNT. 
Rep.: Peters, Griffin, Woodward, Inc. 


Kansas City, WDAF-TV: AAP 
Warner Bros. (Indefinite) ; NTA Fabu- 
lous Forty. Rep.: Harrington, Righter 
& Parsons, Inc. 


St. Joseph, KFEQ-TV: ATLANTIC 
(73); GOVERNOR (65); MAJOR 
(46); NTA 20th Century (52), TNT- 
Selznick (34). Rep.: Blair-Tv. 


St. Louis, KSD-TV: NTA 20th Cen- 
tury (56), Selznick (11), Fabulous 
Forty; TPA Edward Small (26). Rep.: 
NBC Spot Sales. 


Sedalia, KDRO-TV: NTA Fabulous 
Forty. Rep.: John E. Pearson Televi- 


sion, Inc. 


Springfield, KYTV: NTA 20th 
Century (45), Selznick (22), Fabu- 
lous Forty; TELE-PICTURES (60). 
Rep.: George P. Hollingbery Co. 


MONTANA 


Billings, KOOK-TV: SCREEN 
GEMS Unity Features (272), Unity 
Westerns (44) ; GUILD MPTV (374), 
Westerns (325). Rep.: Headley-Reed 
Co. 


Great Falls, KFBB-TV: SCREEN 
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GEMS (104). Rep.: Blair Tv Assoc., 
Ine. 


Missoula, KMSO-TV: SCREEN 
GEMS (204); GUILD MPTV (190). 
Rep.: Gill-Perna, Inc. 


NEBRASKA 


Hastings, KHAS-TV: NTA 20th 
Century (52), TNT. Rep.: Weed Tele- 
vision Corp. 


Kearney, KHOL-TV : NTA Fabulous 
Forty (40); 20th Century (52), 
TNT (35). Rep.: The Meeker Co., 


Inc. 


Lincoln, KOLN-TV: NTA Fabulous 
Forty. Rep.: Avery-Knodel, Inc. 


Omaha, KMTV: NTA Fabulous 
Forty. Rep.: Edward Petry & Co. 


Omaha, WOW-TV: MGM Golden 
Treasury (723); NTA 20th Century 
(100); SCREEN GEMS Movie Par- 
ade (104). Rep.: Blair-Tv. 


NEVADA 


Henderson-Las Vegas, KLRJ-TV: 
NTA 20th Century (52), TNT-Selz- 
nick (46), Fabulous Forty (40). Rep.: 


John E. Pearson Television, Inc. 


NEW HAMPSHIRE 


Mt. Washington, WMTW: C&C 
Movietime (375). Rep.: Harrington, 
Righter & Parsons, Inc. 


NEW JERSEY 


Newark (New York), WATV: 
NTA 20th Century (52). Rep.: For- 


joe-Tv, Inc. 


NEW MEXICO 


Albuquerque, KGGM-TV: NTA 
Fabulous Forty, TNT. Rep.: Weed 
Television Corp. 


Albuquerque, KOAT-TV: AAP 
Warner Bros. (168); C&C Movietime 
(480). Rep.: George P. Hollingbery 
Co. 


Albuquerque, KOB-TV: NTA 20th 
Century (52). Rep.: The Branham Co. 


Roswell, KSWS-TV : GUILD MPTV 
(25). Rep.: The Meeker Co:, Tne- 
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George C. Lenfest (r.) has been 
named manager of operations and 
Joseph P. Higgins director of news, 
community service and special events 
for wBuF Buffalo by general manager 
Charles C. Bevis Jr. Mr. Lenfest was 
formerly technical operations super- 
visor at wRCA-TV New York. Mr. 
Higgins, an experienced reporter, was 
Korean War correspondent for the 
Buffalo Evening News. 


NEW YORK 


Albany, WCDA: NTA 20th Century 
(52). Rep.: Harrington, Righter & 
Parsons, Inc. 


Albany, WTRI: NTA _ Fabulous 
Forty, TNT. Rep.: Venard, Rintoul & 
McConnell, Inc. 


Binghamton, WNBF-TV: MGM 
Golden Treasury (723); AAP Warner 
Bros. (754); C&C Movietime (742), 
TNT. Rep. Blair Tv. 


Buffalo, WBEN-TV : NTA 20th Cen- 
tury (52), Fabulous Forty, TNT. Rep.: 
Harrington, Righter & Parsons, Inc. 


New York, WABC-TV: RKO Mil- 
lion Dollar (52). Rep.: Blair-Tv. 


New York, WCBS-TV : MGM Gold- 
en Treasury (723); AAP Warner 
Bros. (152), Movieland (8) ; SCREEN 
GEMS Movie Parade (104), Hygo 
(17); ABC FILM Anniversary (15); 
AMERICAN BRITISH (3); M& A 
ALEXANDER (23); CLIFT (4); 
FILMAKERS (1); RKO Million Dol- 
lar (6); HTS (45); MAJOR (1); 
NTA Fabulous Forty, TNT (50); 
CHERYL (2); STANDARD (3); 
TELE-PICTURES (22). Rep.: CBS 
Tv Spot Sales. 


New York, WOR-TV: RKO Li- 
brary (750), Million Dollar (30); 


~~ AAP (40);—NTA - Fabulous Forty 





(11), Selznick (11); ATLANTIC 
(2); IDA LUPINO PRODUCTIONS 
(1). Rep.: H-R Television, Inc. 


New York, WPIX: Assorted Fea- 
tures (250). Rep.: Peters, Griffin, 
Woodward, Inc. 


New York, WRCA-TV: UA Top 39 
(39); SCREEN GEMS Hygo (15); 
AAP (1); SCREEN GEMS (1). Rep.: 
NBC Spot Sales. 


Rochester, WROC-TV: NTA 20th 
Century (52), Selznick (10), NTA 
TNT. Rep.: Peters, Griffin, Woodward, 


Inc. 


Rochester, WVET-TV: SCREEN 
GEMS Movie Parade (104); HTS 
(50); ABC FILM (13); NTA Fabu- 
lous Forty. Rep.: The Bolling Co., Inc. 


Syracuse, WHEN-TV : MGM Golden 
Treasury (723); NTA TNT, 20th Cen- 
tury (52), Fabulous Forty. Rep.: The 
Katz Agency, Inc. 


NORTH CAROLINA 


Asheville, WLOS-TV: C&C Movie- 
time (238). Rep.: Venard, Rintoul 
& McConnell, Inc. 


Charlotte, WBTV: NTA 20th Cen- 
tury (138), TNT; AAP Warner Bros. 
(232). Rep.: CBS Tv Spot Sales. 


Durham, WTVD: NTA 20th Cen- 
tury (52); SCREEN GEMS Movie 
Parade (104); UA (70). Rep.: Ed- 
ward Petry & Co., Inc. 


Fayetteville, WFLB-TV: NTA 20th 
Century (52), Fabulous Forty, TNT. 
Rep.: Young Television Corp. 


Greensboro, WFMY-TV: AAP 
(79); HTS (161); NTA (80). Rep.: 
Harringion, Righter & Parsons, Inc. 


Greenville, WNCT: TPA Edward 
Small (26); RKO Million Dollar 
(30) ; NTA (indefinite). Rep.: George 
P. Hollingbery Co. 


Raleigh, WNAO-TV: C&C Movie- 
time (740); FLAMINGO (26). Rep.: 
Avery-Knodel, Inc. 


Washington, WITN: CHERYL 
(15); AAP Movieland (36); HTS 
(104). Rep.: Headley-Reed Co. 


WinstonSalem, WSJS-TV: 
SCREEN GEMS Hygo (22). Rep.: 
Headley-Reed Co. 


(Continued on page 57) 


















DOWN ON THE TV FARM. As tele- 
vision expands its physical plant and 
reaches into more and more markets, 
its importance to the agricultural areas 
of the nation may not be generally re- 
alized. However, a new survey by the 
Bureau ‘of tlie Census offers further 
light on the speed with which tv has 
come to the farm. 

Recently, the Bureau reported that 
in the four-year period from 1950 to 
1954, during which the number of sta- 
tions increased by nearly 300, farm- 
receiver saturation rose from less than 
3 per cent to 35.5 per cent. By June 
1955, the proportion had risen to 42 
per cent. By February 1956, it had 
grown to 53 per cent. The newest sur- 
’ vey, based on a sample count taken 
last August, put the figure at 57 per 
cent. 

On the basis of this 
growth in saturation, it is thus likely 
that a good 60 per cent of U.S. farms 
now have televisiori. Which means that 
nearly 3 million farm homes have sets. 

Nothing could better illustrate the 
recognition of this important audience 
than a conference which was held a 
few weeks ago by the Radio and Tv 
Service of the Department of Agricul- 
ture and attended by information di- 
rectors from all parts of the country. 
Four days of this conference were 
given over to television and two ses- 


consistent 


sions were devoted to programming 
with color. 


AGRICULTURAL AIDS. The De- 
partment of Agriculture, it appears, 








Washington Memo 
cine cate eimai ee 


probably makes greater use of tele- 
vision than any other agency of the 
government. Through local stations, it 
brings information, usually via film, 
of great value to farmers in every sec- 
tion of the country. In the comfort of 
his home, the American farmer is 
brought the latest techniques in soil 
conservation, fruit growing, poultry 
raising, planting, cultivating and har- 
vesting of crops, care and feeding of 
livestock, fertilization, machinery and 
sO on. 


In some areas, farmers may now 
view as many as three successive half- 
hour programs (by switching to differ- 
ent stations) which concern agricul- 
ture. And if any evidence is needed 
that they watch, it should be enough 
to say that, more often than not, these 
programs are sponsored. 


Although life on the farm has under- 
gone extensive changes since the ad- 
vent of the tractor and the installation 
of electricity, there are indications that 
television has made further changes. 
It has been found, for example, that 
viewing on the farm, where work hours 
are considered longer than in other 
occupations, is greater than in city 
homes. And some stations have re- 
ported adult male viewers among their 
farm audiences for every hour of their 
broadcast schedules. 


There are also indications that tele- 
vision may be paying its way as a 
service to agriculture. In areas where 
farms are far apart, the medium re- 
duces the need for personal visits by 






















































the county agent to advise on special 


problems. In addition, it provides an 
efficient method of acquainting many 
farmers with essential information on 
short notice. 


TRANSLATOR STATIONS. Supple- 
menting the service of standard tv 
stations to agriculture are the new tv 
translator stations which are author- 
ized by the FCC to rebroadcast the 
programs of existing outlets to isolated 
areas. Already, more than 25 trans- 
lators are in operation or under con- 
struction, and applications are pending 
for 30 more. Serving a function similar 
to that of the community antenna, the 
translator (which translates either vhf 
or uhf signals to an assigned uhf chan- 
nel) requires only an ultra-high or all- 
channel set for reception. 

Translators are usually established 
by non-profit cooperative organiza- 
tions financed by 
Needles, Cal., a community group is 


subscribers. In 


building a translator station at an 
estimated cost of $5,610 to rebroadcast 
the programs of KLRJ-Tv Henderson, 
Nev., to an area in California and 
Arizona with a population of about 
6,000. The operating cost of the sta- 
tion is estimated at $1,350 a year. 

Another translator is going up in 
Trinidad, Colo., to serve a population 
of about 1,500 in the Purgatoire Val- 
ley. Pledges aggregating $15,000 have 
been made for this station, which will 
cost an estimated $4,250 for construc- 
tion and $2,400 a year for main- 
tenance. This facility will rebroadcast 
the programs of KcsJ-Tv Pueblo. 


CONSTRUCTION GROWS. A young 
electronics engineer Robert 
Laird is building a translator to serve 


named 


some 4,000 people in Green River, 
Wyo., with the programs of KSL-TV 
Salt Lake City, about 155 miles away. 
This station will cost about $5,000 to 
build and an estimated $800 a year to 
maintain. Mr. Laird is being financed 
in the enterprise by Wendell S. Wilson, 
who operates the Teton Valley Ranch 
(for boys and girls) in the Jackson 
Hole area. 

Three translators are to be estab- 
lished by a non-profit corporation to 
serve a population of 10,000 in the 
area surrounding Flagstaff, Ariz. These 
translators will rebroadcast the pro- 


(Continued on page 75) 
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Cold (Continued from page 39) 


for four one-minute announcements 
and two one-minute participations a 
week is a peak schedule. Station 
management believes that the increas- 
ing Anahist schedule is due to the 
excellent results the advertiser has 
been getting. 

wyBF Augusta, Ga., has had Ana- 
hist as an advertiser for the past 
two years, with the present contract 
for announcements running for 26 
weeks. Present schedule calls for three 
or more announcements weekly, mostly 
in Class B time. Both advertiser and 
agency have repeatedly congratulated 
the station on the merchandising 
carried on for the advertiser and on 
the success of the campaign. 

Fall and winter daytime and night- 
time participations have been run- 
ning on KING-TV Seattle, with the 
present contract running for 26 weeks. 
There is a heavy schedule on Kc¢GM- 
Tv Albuquerque, calling for three 
Class AA and 11 Class A minute 
spots per week. The contract runs 
through mid-March. KHQA-TV Han- 
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nibal, Mo., has a 39-week contract 
for minute announcements. 

Anahist uses breaks and participa- 
tions in both local live daytime pro- 
gramming and news-and-weather shows 
and syndicated films on WSAZ-TV 
Huntington, W. Va. An advertiser 
for the past three years, the present 
contract with WSAZ-Tv is for 26 weeks. 
On xkw-tv Idaho Falls Anahist has 
been an advertiser for the past 18 
months and reports a sizable increase 
in sales in the station coverage area. 
On wisc-Tv Madison Anahist has a 
schedule of five participations in the 
Late Show and four immediately pre- 
ceding the Early News. The present 
contract with the station runs for a 
period of six months. 

Anahist uses participations on 
feature films on KJEO Fresno, KHQ- 
Tv Spokane, KSL-Tv Salt Lake, wraa- 
TV Dallas and woop-tv Grand Rapids, 
among others. 


Like News Programs 


Some of its news-show participations 
include Regional News Report (6-6:30 
p-m. Mon.-Fri.) and Eleventh Hour 
Report (11-11:10 p.m., Mon.-Fri.) 
on WBRE-TV Wilkes-Barre; 3 Star Final 
(6:05-6:15 p.m., Mon.-Fri.) on WAVE- 
TV Louisville; Evening Edition (6:30- 
6:40 p.m., Mon.-Fri.) on WFMyY-TV 
Greensboro, and San Diego News 
Reel (7:45 p.m., Mon.-Fri.) and 
People in the News (7:30 p.m., Mon.- 
Fri.), both on KFMB-Tv San Diego. 

Creomulsion, another fall and 
winter cold-remedy advertiser, has 
a spot schedule running in some 20 
markets this year. Tucker Wayne & 
Co., of Atlanta, is the agency, with 
Anne A. Benton the timebuyer. Typical 
of heavier placements is the cam- 
paign on wsaz-Tv Huntington which 
calls for a saturation schedule of 15 
ID’s per week. The wsaz-Tv contract 
runs through March. 

Grove Laboratories, of St. Louis, 
has a number of cough-and-cold re- 
mcdies among its products and uses 
television spot for each of them. The 
company’s spot-tv budget is estimated 
in the neighborhood of $1.5 million. 
A number of agencies service the 
various products. 

Bromo-Quinine Cold Tablets, one 
of the firms’ major items, is handled 
by Benton & Bowles, with Helen 
Kowalsky as the timebuyer. The win- 


ter campaign started toward the end 
of October in most major markets. 
During the last quarter Cold Tablets 
were advertised on some 88 stations 
in all parts of the country. Both min- 
utes and 20’s are used. Some of the 
typical agreements include: 

A schedule of announcements on 
KTNT-TV Tacoma is covered in a four- 
month contract. Announcements and 
participations on KCMO-Tv Kansas 
City, Mo., are placed in daytime spots 
and on late-evening movies. The con- 
tract runs into mid-February. On 
KRNT-TV Des Moines a three-month 
schedule calls for both participations 
and announcements. On KwTv Okla- 
homa City Bromo-Quinine announce- 
ments run for a 15-week period. Each 
week the advertiser has two 20-second 
spots in Godfrey Time and two late 
participation minutes in The Million 
Dollar Movie, as well as a one-minute 
participation in the afternoon showing 
of Family Movie Time. 

WMAR-TV Baltimore has scheduled 
the Bromo-Quinine campaigns for the 
past two years, with a present contract 
for announcements. running over a 
four-month period. 

Grove buys participations on a num- 
ber of feature films for its Bromo- 
Quinine. This type of announcement is 
used on KHQ-TV Spokane and KJEO 
Fresno. 

Grove’s Four-Way Cold Tablets, 
Grove’s Chill Tonic and several other 
products are handled by Harry B. 
Cohen Advertising, New York, with 
Beth Black the timebuyer. 

A campaign on Four-Way began on 
79 stations in October, scheduled to 
run for 22 weeks. The drive includes 
minutes, 20’s and ID’s. An idea of how 
this campaign was developed can be 
obtained by the experiences of the fol- 
lowing typical stations: 

KCMO-TV Kansas City scheduled par- 
ticipations in daytime programs and 
late movies. On KING-Tv Seattle par- 
ticipations are in daytime segments 
only. Participations on feature films 
are being used on KHQ-TV Spokane, 
woop-Tv Grand Rapids, wBaP-Tv Fort 
Worth and Kwrx-tv Waco. Other sta- 
tions used the announcements in simi- 
lar time segments. 

Grove’s Citroid is handled by Dowd, 
Redfield & Johnstone, New York. with 
Betty Nasse the timebuyer. This new 
cold product was launched with a $2- 








million campaign, a large portion of 
which went into tv. Starting from mid- 
October to mid-November, contracts 
were made in around 35 markets, us- 
ing minute films in Class A segments 
for the most part. Campaign is sched- 
uled from 13 to 18 weeks. At this 
point, success has been such that plans 
are to extend commitments at the end 
of the original campaign, taking some 
of the money originally scheduled for 
other media and putting it into spot 
television. 

A typical contract is that with KTNT- 
Tv Tacoma for 180 announcements 
over the three-month period. 

Luden’s, Inc., uses around a half- 
million dollars annually to promote its 
cough drops on spot television. The 
agency is J. M. Mathes, Inc., with W. 
S. King the account executive and 
Edna Cathcart the timebuyer. 

Luden’s also sponsors a segment of 
the CBS-TV network program, Cap- 
tain Kangaroo, from 9:45 to 10 a.m. 
on Saturdays. 


$4.5 Million in Spot 


Miles Laboratories, in addition to its 
network commitments of around $3 
million, spends some $4.5 million an- 
nually in spot. Total advertising 
budget is estimated at $12.8 million. 
Geoffrey Wade Advertising, Chicago, 
handles the account, with David Wil- 
liams the timebuyer. 

On NBC-TV Miles co-sponsors the 
Wednesday (7:50-8 p.m.) News Cara- 
van, and on ABC-TV the company is 
a participating sponsor in the Monday- 
through-Friday Mickey Mouse Club. 

Much of the television budget goes 
into the promotion of Alka-Seltzer on 
a nationwide, year-round basis. Dur- 
the last quarter Alka-Seltzer 
spots were running on over 100 
stations. Minutes and 20-second films 
are used as participations in a widely 
varied list of programs. On KOLN-TV 
Lincoln Alka-Seltzer has been a reg- 
ular advertiser over a two-year period 
and has a present contract running 
for a full 12 months. Four announce- 
ments per week are used, including 
a one-minute participation in a local 
quiz program, What’s Your Answer? 

On wrFiE Evansville Alka-Seltzer 
uses three one-minute spots and two 
20-second spots each week. 

Alka-Seltzer was a heavy user of 
news programs on radio and in many 


ing 


cases has turned to this same type of 
show on television. 

F. G. Clancy, vice president in 
charge of the Miles California Co., of 
Los Angeles, explains this policy in a 
letter to KTTV Hollywood: “We have 
considered radio newscasts, namely the 
Alka-Seltzer Newspaper of the Air, to 
be our strongest-selling advertising 
medium. While it is still an important 
factor in our advertising budget, with 
the advent of television and with so 
many radio homes turning to television 
for their information and entertain- 
ment, it was necessary for us to make 
the move in the use of television.” 

First experiments with television 
newscasts in the Los Angeles market 
were not considered too successful, 
but the sponsor then tried George Put- 
nam & the News on KTTV with enough 
success that the contract was renewed 
at the end of the first 12-month period. 
As Mr. Clancy phrased it, this is 
“definite proof that we are somewhat 
satisfied.” 

“We believe,” he concluded, “a good 
personality giving the news and backed 
by good solid local-film coverage is 
the answer to our problem, and with 
this set-up we believe we can not only 
meet but beat the network television 
shows.” 

Alka-Seltzer also buys participations 
on feature-film shows on a number 
of stations. 


Seeck & Kade is another seasonal 
spot advertiser for its Pertussin cough 
remedy, spending around a half-mil- 
lion annually in the medium. McCann- 
Erickson is the agency, with Peter 
Schaeffer the account executive and 
Al Petcavage and Jay Schoenfeld the 
timebuyers. 

Another well-known firm, Vick 
Chemical Co., spends around $1 mil- 
lion annually promoting its cough-and- 
cold remedies on spot television. 
BBDO, New York, is the agency, with 
Miss Mickey McMichael the timebuyer. 

Vick’s buys spots and participations 
in both day and night segments and 
on nearly every type of program, in- 
cluding feature film, news shows, syn- 
dicated film and live programs. During 
the last quarter Vick was on some 15 
stations with spots for its cold rem- 
edies. The firm also co-sponsors 
Jonathan Winters at 7:30 p.m. Tues- 
days on NBC-TV. 





en er 





Terry Hote* 


WTHI-TV Terre Haute wanted 
three things when it set out to 
create the happy little gentleman 
below as the station’s trademark. 

Says the station’s art director 
Don Baker: “We felt a character 
was needed that expressed our tie- 
in with CBS-TV and also strongly 
identified us 
with the 
Terre Haute 
market. And 
the art had 
to reflect the 
progressive, 
cosmopolitan 
feeling we 
try to inject 
into the per- 
sonality of 
station. 
the 
modern line- 
type 
ing.” 

The art di- 
rector and the general manager, 
Joe Higgins, got together and 
came up with the contemporary 


our 
Hence, 


draw- 





commercial art figure of a man 
who has been dubbed “Terry 
Hote.” 


The three original objectives 
are realized in the CBS eyes of 
Terry (and the CBS eye repeated 
in the channel 10 identification) , 
the Terre Haute tattoo on Terry’s 
forehead, and the 
tioned modern commercial 


aforemen- 
art 
technique. 

Terry has been successfully ex- 
ploited in a national trade maga- 
zine campaign, on station [D’s, 
ads, 


in newspaper Christmas 


cards and other promotional 
media. 
“We have been extremely 


pleased with the results of our 
efforts on behalf of our trade- 
mark,” says Mr. Baker, “and, of 
course, plan to continue using 
him for our permanent station 


logotype.” 


*One of a series. 
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General Foods 

The Circus 

December Bride 

Vic Damone 

Roy Rogers 

Fury 

Mama 

Hollywood Summer 
Theatre 

West Point Story 

Mighty Mouse 

MGM Parade 

Our Miss Brooks 

Dick Powell’s Zane Grey 
Theatre 

Home 

Jewish Home Show 

Make Room for Daddy 

Douglas Edwards, News 

Topper 

Snow Report (wcss-Tv) 

News participations, 
53 stations 

Panorama Pacific 

Handy Hints (KTLA Los 
Angeles) 

Freulach Time 


Procter & Gamble 


Love Story 

As the World Turns 

On Your Account 

The Edge of Night 

Loretta Young Show 

Man Against Crime 

Matinee Theatre 

Tennessee Ernie Ford 

This Is Your Life 

Queen for a Day 

Fireside Theatre 

It’s Always Jan 

The Line-Up 

Russ Morgan 

Highway Patrol (KHQ-TV 
Spokane) 

Life of Riley (wow-tv 
Omaha) 

City Detective (wLW-c 
Columbus) 

Science Fiction Theatre 
(wMBR-TV Jacksville) 

Racket Squad 
(KoB-Tv Albuquerque) 
(WKJG-TV Ft. Wayne) 

Man Behind the Badge 
(KRON-TV San 
Francisco) 





Live & 


Live 
Film 
Live 
Live 
Film 
Film 


Live 
Film 
Film 
Film 
Film 


Film 
Live 
Live 
Film 
Live 
Film 


Live 


Film 
Live 


Live 
Live 


Live 
Live 
Live 
Live 
Film 
Live 
Live 
Live 
Live 
Live 
Film 
Film 
Film 


Live 


Film 


Film 


Film 


Film 


Film 


Benton & Bowles Tv Shows 1956 


Suzie (KTTV Los Angeles) Film 
Dangerous Assignment 
(wpBo-Tv Orlando) Film 
Public Defender (WsBT-TV 
South Bend) Film 
San Francisco Beat (WTVT 


Tampa) (wer-Tv Buffalo) 
Film 
Turning Point (wBTV 
Charlotte) Film 
Late Night Theatre (WBEN-TV 
Buffalo) Film 
My Hero (wpBo-TV 
Orlando) Film 
Mr. District Attorney (KPTV 
Portland) Film 
Carole Coleman (Patti Page, 
wBTv Charlotte) Film 
Badge 714 (wpBo-TV 
Orlando) Film 
Premium Theatre (WHCT 
Hartford) Film 
Doing It Yourself (wBtv 
Charlotte) Live 
Canada 
Cleopatra Live 
On Camera Live 
Couniry Hoedown Live 
Playhouse 15 (CBLT, CBMT) 
Film 
Invitation Playhouse (cBOoT) 
Film 


Continental Oil (Conoco) 


Science Fiction Theatre 
(9. markets) Film 
Fabian of Scotland Yard 
(3 markets) Film 
Highway Patrol (2 markets) 
Film 
Guy Lombardo (3 markets) 
Film 
Celebrity Playhouse (2 
markets ) Film 


Norwich Pharmaceutical 


Arthur Godfrey Live 
Ozzie & Harriet Film 
Down You Go, Western Union 
Live 
TV Reader’s Digest, Studebaker 
Film 
Robert Montgomery, S. C. 
Johnson Live 
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oS 
Thomas J. McDermott, Benton & 
Bowles’ vice president in charge of 
radio-tv. 


B & B (Continued from page 37) 


Benton & Bowles radio producers 
made the transition easily and are 
now veterans of television, says Mr. 
McDermott. 

There are some noteworthy details 
that the B&B radio-tv department does 
not handle. All commercials, live or 





film, are written by the copy depart- 
ment. 

Almost all client liaison is handled by 
account executives. Spot buys, etc., are 
handled by the media department. Lou 
Wechsler of the tv department acts as 
liaison 
media. 


between programming and 


Since that early experimental spec, 
The Lambs Gambol, Benton & Bowles 
has produced four full-blown spectacu- 
lars on its own—three circus openings 
at Madison Square Garden and the 
Roy Rogers Rodeo from San Antonio. 

A big reason why the agency has 
come along so fast and sure in the new 
medium, says Mr. McDermott, is the 
long-term interest and sympathetic un- 
derstanding of broadcasting by agency 
top management. 

Management supervisor for all pro- 
gramming is L. T. Steele, a member 
of the board of directors, and the man 
to whom Mr. McDermott’s depart- 
ment reports. A veteran of the broad- 
cast business, Mr. Steele started 
at the agency 20 years ago this 
month. In 1946, after a four-year 
tour with the Air Force, he re- 
turned to the agency as vice presi- 
dent in charge of west coast opera- 
tions. He returned to New York in 
1950 as an account supervisor and 
in °53 became executive head of tv- 
radio at the same time that Mr. 
McDermott was named vice president 








Feature (Continued from page 43) 
NORTH DAKOTA 


Bismarck, KFYR-TV: NTA 20th 
Century (52), TNT (36), Fabulous 
Forty (12); RKO Million Dollar 
(45); misc. (50). Rep.: Blair Tv 


Assoc., Inc. 


Dickinson, KDIX-TV: NTA Fabu- 
lous Forty. Rep.: Hal Holman Co. 


Fargo, WDAY-TV: NTA Fabulous 
Forty, 20th Century (52), TNT. Rep.: 
Peters, Griffin, Woodward, Inc. 


Akron, WAKR-TV: NTA 20th Cen- 
tury (52), TNT (34), Fabulous Forty; 
SCREEN GEMS Movie Parade (104) ; 
UA Top 39 (39). Rep.: Weed Tele- 
vision Corp. 

Cincinnati, WCPO-TV: NTA 20th 
Century (26) ; SCREEN GEMS Movie 
Parade (26). Rep.: Blair-Tv. 


Cincinnati: WKRC-TV: AAP War- 
ner Bros. (213), Movieland (74); 
NTA Fabulous Forty (44). Rep.: 
The Katz Agency, Inc. 


Cincinnati, WLW-T: NTA, TNT- 
Selznick (36) ; C&C Movietime (371). 
Reps.: Crosley Broadcasting Corp., 
Bomar Lowrance & Assoc., Inc., NBC 
Spot Sales. 


Cleveland, KYW-TV :MAJOR (26) ; 
NTA Fabulous Forty. Rep.: Peters, 
Griffin, Woodward, Inc. 


Cleveland, WJW-TV: SCREEN 
GEMS Movie Parade (104); NTA 





in charge of tv-radio programming 
and production. In 1955 Mr. Steele 
was named management supervisor 
of both the media and radio-ty de- 
partments. 

Besides Mr. Steele and Mr. Lusk, 
the board of directors includes Wil- 
liam R. Baker Jr., chairman; Ather- 
ton W. Hobler, former board chair- 
man, now chairman of the executive 
committee; Henry O. Pattison Jr., 
vice chairman of the board; Charles 
Pooler, marketing director and a 
senior vice president; William R. 
Hesse, a senior vice president; Brown 
Bolté and Alan Sidnam, executive 
vice presidents; and John F. Reader, 
a vice president and account super- 
visor. 





Leo Boosts Film 
MGM’s Leo the Lion has been 


doing some personal roaring 
around Denver in a special pro- 
motion for KTvR’s feature-film 
splurge. 

Leo, in reality a mild chap 
in lion’s clothing, was photo- 
graphed at various famous Den- 
ver landmarks. The photos were 
reproduced as ballop slides and 
shown during the running of 
MGM films on the air. 

Viewers were asked to identify 
all the locations visited by the 
friendly lion. There were $600 
in prizes for the winners. 

General manager Hugh La- 
Rue calls it KTVR’s most suc- 








cessful promotion stunt to date. 
He reports that the MGM Movie 
Theatre is number one multi- 
weekly show in the four-station 
Denver market. 

Thus far, he says, 33 national 
spot advertisers have been sign- 
ed for the 9 to 11 p.m. film 
showing. And billings have 
jumped 63.4 per cent in the 
last three months. 











TNT (35), 20th Century (52). Rep.: 
The Katz Agency, Inc. 


Columbus, WBNS-TV: NTA 20th 
Century (52). Rep.: Blair Tv. 


Columbus, WLW-C: C&C Movie- 
time (340); NTA TNT. Rep.: WLW 


Sales. 


Columbus, WTVN-TV: NTA Fabu- 


‘lous Forty. Rep.: The Katz Agency, 


Inc. 


Dayton, WLW-D: C&C Movietime 
(371); NTA TNT. Rep.: WLW Sales. 


Lima, WIMA-TV: SCREEN GEMS 
Hygo (104); NTA 20th Century (26), 
TNT, Fabulous Forty. Rep.: H-R 
Television, Inc. 


Steubenville, WSTV-TV: HTS Fea- 
tures (104), Westerns (93) ; SCREEN 
GEMS Westerns (80); MAJOR (45); 
TPA Edward Small (26); RKO Mil- 
lion Dollar (13). Rep.: Avery-Knodel, 
Inc. 


Youngstown, WFMJ-TV: NTA 20th 


Century (52), Fabulous Forty, TNT. 
Rep.: Headley-Reed Co. 


Zanesville, WHIZ-TV: NTA 20th 
Century (52), Selznick (34). Rep.: 


John E. Pearson Television, Inc. 


OKLAHOMA 


Ada, KTEN: NTA 20th Century 
(52). Rep.: Venard, Rintoul & McCon- 
nell, Inc. 


Enid, KGEO-TV : NTA 20th Century 
(52). Rep.: John E. Pearson Televi- 


sion, Inc. 


Lawton, KSWO-TV: NTA Fabulous 
Forty, TNT. Rep.: John E. Pearson 


Television, Inc. 


Oklahoma City, KW TV: NTA 20th 
Century (86); SCREEN GEMS Movie 
Parade (104); UA (39); SCREEN 
GEMS Hygo Showmanship (26). 
Rep.: Avery-Knodel, Inc. 


- Oklahoma City, WKY-TV: NTA 


TNT (47); RKO Million Dollar (17) : 
MCA-TV Rogers-Autry (123). Rep.: 
The Katz Agency, Inc. 


Tulsa, KOTV: NTA Fabulous Forty. 
Rep.: Edward Petry & Co. 


Tulsa, KTVWX: AAP Warner Bros. 
(116); UA Top 39 (39); NTA TNI 
(37). Rep.: Avery-Knodel, Inc. 


Tulsa, KVOO-TV: NTA 20th Cen- 
tury (138). Rep.: Blair-Tv. 


Eugene, KV AL-TV: NTA 20th Cen- 
tury (56), Selznick (30). Rep.: George 
P. Hollingbery Co. 


Medford, KBES-TV : NTA 20th Cen- 
tury (52). Rep.: Blair Television As- 


sociates, Inc. 


Portland, KGW-TV: MGM Golden 
Treasury (723); NTA 20th Century. 
Selznick (80) ; SCREEN GEMS Movie 
Parade (104). Rep.: Blair-Tv. 


Portland, KLOR: AAP Warner 
Bros. (500); UA Top 39 (39); C&C 
Movietime (150). Rep.: George P. 
Hollingbery Co. 


Portland, KOIN-TV: AAP Warner 
Bros. (336) ; NTA 20th Century (52) ; 
HTS Silver (24). Rep.: CBS Tv Spot 
Sales. 


(Continued on page 73) 
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Latest Bell System control units 
speed accurate network switching 





New Bell System control unit permits network 
switches to be set up and double-checked in advance. 





Network switches can be set up in 
advance and double-checked, thanks 


to new Bell System control units. 


Ten or 15 minutes before actual 
switching time, buttons representing 
incoming and outgoing circuits are 
punched on the control panel. Then, 
at the appointed split second, one 
master button is pushed and all 
switches are performed at once. 


The first new operating center 
utilizing the control unit began oper- 


BELL TELEPHONE SYSTEM 


ation in Chicago during the summer 
of 1956, followed by similar instal- 
lations in Los Angeles and New York. 
In the near future, operating centers 
will be added in Des Moines, Dallas 
and Washington, D. C. 


This development, which makes 
switching faster and more accurate, 
is another example of how the Bell 
System is constantly finding new and 
better ways to serve the broadcasting 
industry. 


Providing intercity channels for network radio and television throughout the nation 
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TELEVISION AGE 


pa Pardoll, media group di- 
rector of Foote, Cone & Belding, 
New York, made a speech at a recent 
seminar of the Radio-Television Execu- 
tives Society in New York in which he 
made some very positive statements on 
both slide-rule and combined-media 
buying. We quote directly from Mr. 
Pardoll’s speech: 

“The increasing tendency to accent 
the statistical side of the picture in 
timebuying is, I believe, traceable to 
three principal causes. 

“First of all, there has been and is 
a rapid turnover in timebuyer ranks. 
Buyers don’t have a chance to learn 
their jobs thoroughly or develop their 
contacts to a point where they can trust 
their judgment. Consequently, 
they have to buy statistically. 


Simple to Defend 


own 


“Second, buying by the numbers is 
the easy way out. It’s much simpler to 
defend a decision on the basis of gen- 
erally accepted statistical data. Ration- 
alization is required to recommend a 
buy on the basis of intangibles. 

“And, finally, timebuyers need more 
time. In his talk last week George 
Abrams [vice president in charge of 
advertising] of Revlon pointed out 
that the effective use of broadcast 
media requires extremely careful study. 
I agree completely. In my opinion, 
the practice of combining broadcast- 
media with print-media buying is un- 
fortunate. It complicates the buyer’s 
job to a point where buying statistic- 
ally is the only method by which he 
can hope to complete his day’s work 
in anything less than 16 hours. 


February 11, 1957 


a review of 
current activity 
in national 


spot tv 





ARTHUR PARDOLL 


“What every timebuyer needs, basic- 
ally, is more time to learn all phases 
of his job—both statistical and quali- 
tative timebuying—more time to reach 
the buying decision, more time to 
develop his contacts in the field and 
time to weigh all the intangible factors 
that frequently result in a good buy 
instead of a poor one. 

“If the timebuyer doesn’t know 
what those intangible factors are, he 
must learn them by experience. And 
that process in itself takes time. 


Needs More Insight 


“As the responsibilities upon ad- 
vertising for moving goods increase, 
the timebuyer who wants to do the 
best possible job must lean less and 
less on the statistical data covering a 
buying situation and more and more 
on imagination, intuition and insight 
into the situation. He cannot use a 
slide rule as a crutch. 

“Rating and other statistical data 
offer a useful guide. But intangible 
values must always be weighed before 
a final decision is made.” 





REPORT 


AMERICAN HOME PRODUCTS, 
BOYLE-MIDWAY DIVISION 
(Geyer Advertising, Inc., N. Y.) 


Spots for AERO SHAVE are running in 
five market where the product is not get 
ting network coverage. The schedules 
consist of A-time 20's only. Ed Richard- 

son is the timebuyer. 


ARMOUR & CO. 
(Tatham-Laird, Inc., Chicago) 


In what is considered a test, Armour is 
using schedules in some five markets for 
its canned meats. There’s a good chance 
that more activity will follow. John Dea~ 


is the timebuyer. 


BAYUK CIGARS, INC. 
(Feigenbaum & Wermen Advertising 
Agency, Phila.) 

The agency has just taken over PHILLIES 
CIGARS from Al Paul Lefton. Now F&W 
handles all Bayuk advertising, except that 
Greenhaw & Rush Advertising Agency, 
Memphis, will continue to serve all Bayuk 
brands in certain southern and south- 
western states. Morton Yanow, tv-radio 
director at F&W, is the timebuyer. 


COLGATE-PALMOLIVE Co. 
(John W. Shaw Advertising, 
Chicago) 

A campaign for COLGATE SHAVE 
CREAM is under way in 20 major 
markets, using nighttime minutes and 
20’s. Roberta Landers is the timebuyer. 


COLUMBIA RIVER PACKERS 
ASSOCIATION 


(Richard K. Manoff, Inc., N. Y.) 


The campaign for this firm mentioned in 
Jan. 14 Spot Report will not get under way 
before March. The plan is to use filmed 
minutes day and night, and the company 
is looking for package deals. Buys will 

be made in something like 25 markets. Lee 
Oakes, media supervisor, is the contact. 


Inc., 


CORN PRODUCTS 
REFINING CO. 
(McCann-Erickson, Inc., N. Y.) 


As mentioned in Spot Report for Nov. 19, 
the company is coming back in the same 
(Continued on page 60) 
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Spot (Continued from page 59) 


markets it used last year for NU-SOFT 
FABRIC SOFTENER. This campaign will 
run for 11 weeks in the company’s 

best 18 markets. Extension of the market 
list will depend on extension of the 
product’s distribution, which is expected 

to pick up in the near future. 

Jay Schoenfeld is the timebuyer. 


CORN PRODUCTS 
REFINING CO. 
(C. L. Miller Co., N. Y.) 


The company has been running KARO 
CORN SYRUP schedules in Little Rock, 
Macon and Mobile. It is also now testing 
KARO FROSTING in Kansas City and 
Peoria with both live and film minutes. 
And it is possible that it might add 
Chicago soon. Frank Delaney is the 
buyer. 


CROTON WATCH CO. 
(Doyle Dane Bernbach, Inc., N. Y.) 


The agency has just taken over this ac- 
count. Plans are beginning to be formulated 
but the word is that tv spot is being 
considered. Jerry Sacks is the timebuyer. 


DISABLED AMERICAN 
VETERANS 

(Clemons, Esau & Gericke Agency, 
Inc., N. Y.) 


This firm’s film presentation of The Hidden 





Among Us Towers 


aoe 


























Lee Oakes, media supervisor, Richard 
K. Manoff, Inc., N. Y., handling the 
buys coming up for Columbia River 


Packers Association. 


Treasure Show is set to start the week 
of March 10. The agency is now in the 
process of setting up times, Class A, 

in 80 markets. John Esau, president, 
assisted by timebuyer Alice Evert, 

is handling. 


ESSO STANDARD OIL 
(McCann-Erickson, Inc., N. Y.) 


There should be some inquiries followed 
by action on FLIT soon. The company 
is starting to formulate plans. Jay 
Schoenfeld is the timebuyer. 


FLORIDA CITRUS 
COMMISSION 


(Benton & Bowles, Inc., N. Y.) 


In addition to its regular schedules, the 
Commission has been using four 
scattered weeks of minutes in nine markets 
to play up TEMPLE ORANGES. Three 
of these weeks have already been run, 
one to come. Frank Carvell is the 
timebuyer. 


E. & J. GALLO WINERY 
(Doyle Dane Bernbach, Inc., N. Y.) 


This company is now in the process of 
planning an extensive tv-spot campaign. 
Jan Gilbert is the timebuyer. 


GLAMORENE, INC. 

(Product Services, Inc., N. Y.) 

At present the company has placements in 
about 40 markets, but it is buying all 

the time and soon expects to hit a total 
of 90. The campaigns vary in length from 
13 to 26 weeks and follow the firm’s 
usual pattern of buying minutes wherever 
possible. Mort Reiner is the timebuyer. 


THEO. HAMM BREWING CO. 
(Campbell-Mithun Advertising, Minn. ) 
Hamm brewing made a long-range buy 
when it took on for an October 1957 start 
Ziv’s newest property (production starts in 
the spring) for sponsorship in 55 
midwest, southwest and Rocky Mountain 
states. Harry M. Johnson, media director, 
is the contact. 


INTERNATIONAL SHOE CO. 
(Krupnick & Associates, St. Louis) 
The spring campaign for POLL PARROT 
(mentioned in Dec. 17 Spot Report) 

is going through as indicated. It is to 
start the second week in March in some 
110 markets. The agency is currently de- 
ciding on the availabilities presented. 
Fred Wuellner, media manager, is the 
contact. 


JOHNSON & JOHNSON 


(Young & Rubicam, Inc., N. Y.) 


\ spot campaign for BANDAID STARS 
AND STRIPS is under way in six major 
markets, running for 13 weeks. Joe St. 
Georges, assisted by Joe O’Brien, is the 
timebuyer. 


KRAFT FOODS CO. 


(Needham, & Brorby, 
Chicago) 


Louis Ine., 


The company is testing different commercial 
(Continued on page 62) 
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[_] I enclose payment. 





Please enter my subscription for TELEVISION AGE and the 1957 
Yearbook. As a free premium with my subscription I will receive 
a copy of the Source Book of Success Stories. 


[| one year 
[_] two years $12.00 
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444. Madison Avenue 
New York 22, N. Y. 


$7.00 


State 
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In the ever-changing business of selling TV, one quality never changes 
— experience. 


Headley-Reed with a quarter of a century behind it has developed the 
important lines of communication with the advertisers, as well as the 
agencies. For Headley-Reed knows how to go after the business and 
it knows the mechanics of the competitive sell. This experience built 
on a firm foundation and solid reputation can be put to work for you. 


on the spot...service for TV Spot 


‘es ae 





— 


{ 









Headley-Reed TV 


New York — Philadelphia — Chicago — Atlanta— San Francisco — Seattle — Hollywood 
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Spot (Continued from nage 60) 
approaches on PARKAY, WHIP 
MARGARINE and DELUXE. Don De 


Carlo is the timebuyer. 


KROGER CO. 
(Ralph H. Jones Co., Cincinnati) 


The company has just undertaken spon- 
sorship of Ziv’s Men of Annapolis over 
woop-tv Grand Rapids and MCA-TV’s 
State Trooper over wxrc-ty Cincinnati. In 
all, the company has 26 various half-hour 
shows placed in 24 of its midwest 

markets. In several of these markets there 
are also spot schedules running. Fred 
Carder is the timebuyer 


MAGIC CHEF, INC. 
(Krupnick & Associates, St. Louis) 


Advertising plans for the year should be 
completed soon. It is understood that some 








GOVERNOR TELEVISION 
presents 
THE LAUREL & HARDY SHOW 
8 years in the top 10 


151 W. 46 St., N.Y.C. 
Art Kerman—JUdson 6-3675 














Rumrill Augments 


Acquisition of Baldwin, Bow- 
ers & Strachan, Inc., Buffalo 
agency, has been announced by 
Charles L. Rumrill & Co., 
Rochester. This move will in- 
crease the gross sales volume 
of Rumrill from $5.5 million 
to between $8 and $9 million. 

The company name and cor- 
porate entity of the Buffalo 
agency will not be changed, but 
will become a division of Rum- 
rill. William M. Baldwin be- 
comes chairman of the board 
of BB&S, and Charles L. Rum- 
rill is named president. Em- 
ployees of BB&S who have 
completed three years of service 
will be permitted to buy stock 
in the Rumrill company, which 
is owned entirely by employees. 











LET US BE YOUR 
NEW YORK OFFICE 


24-hour, 7 days a week, service 
specializing in tv and radio industry. 


PLAZA 9-3400 
Telephone Message Service 
222 E. 56th St., New York City 








William J. Scripps ianne. 

T '} te 
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spot is being considered. Jerry Simon, 
account executive, is the contact. 


MINNESOTA MINING & 
MANUFACTURING CO. 

(Batten, Barton, Durstine & Osborn, 
Inc., Minneapolis) 

For its SCOTCH TAPE this firm is using 
six- to eight-week participations in kid shows 
in 31 selected markets. Hale Byers is 

the timebuyer. 


MORRISON CO. 


(Rose-Martin, Inc., N. Y.) 


The maker of LEM pudding and pie 
filling is currently carrying schedules in 
Philadelphia, Scranton and Wilkes-Barre 


and is thinking about adding markets. 
Channing M. Hadlock, vice president 
for tv-radio, is the contact. 


MYSTIK ADHESIVE PRODUCTS 
(George H. Hartman Co., Chicago) 


There has been a slight delay due to a 
hitch in the making of the commercial. But 
the nationwide campaign is getting under 
way. Virginia Caldwell is the 

timebuyer. 


NORGE SALES CORP., 
subsidiary of Borg-Warner Corp. 


(Donahue & Coe, Inc., Chicago) 


This account went to Donahue & Coe when 
the agency merged with Arthur Gross- 
man, who had been handling Norge. There 
is a nationwide spot campaign slated 

to start March 1, consisting of night and 
day minutes and 20’s. Mary Petr is 


the timebuyer. 


NOXZEMA CHEMICAL CO. 
(MacManus, John & Adams, Inc., 
N. Y.) 

Advertising plans for this company are 
now in the talking stage. It is understood 
that spot tv is being considered. The 
decision is expected in early March. Roger 
Bumstead, media director, is the contact. 


ODOR-AIRE, INC. 


(Jackson, Haerr, Peterson 
Peoria) 

This moth-preventative manufacturer plans 
to spend around $250,000 in all media for 
1957. It is looking for spot schedules 

in major markets. Richard A. Hall, 

vice president, is the contact. 


& Hall, 


PABST BREWING CO. 

(Leo Burnett Co., Ine., Chicago) 
This brewer is finally getting under 

way (see Dec. 17 Spot Report) in a few 
markets, but it will be adding new buys 
and is expected to reach the top 50 markets. 
At present the schedules consist of 

ID’s and 20’s. Robert Clark is 

the timebtyer. 








Call your WEED man or Bill Hurley, Regional Sales Manager, 


February 11, 1957, Television Age 


41% more 


TV homes watching 


AVERAGE DAY 
than station B! 


40% more 


TV homes watching 
AVERAGE NIGHT 
than station B! 


754 Baker Bldg., Minneapolis, Federal 5-134] 











CHARLES EATON, timebuyer at 
Dancer-Fitzgerald-Sample, Inc., New 
York, to C. J. LaRoche & Co. DICK 
McCLENAHAN has replaced him on 
McKesson-Robbins and Congoleum. 
DON BARRABEE, timebuyer at 
D-F-S on L&M, has joined Anderson 
& Cairns, Inc. 


JAN GILBERT, timebuyer at Doyle 
Dane Bernbach, Inc., New York, was 
just married to Luellen Stearns, vice 





president of the New York office 
of Transcommunity Tv Network. 


DAN NORTON, timebuyer at the 
Fitzgerald Advertising Agency, New 
Orleans, has resigned, it is reported, 
and will join an Iowa radio station. 





Personals 


JOSEPH E. KELLEY, media buyer 
at C. L. Miller Co., New York, for 
the past two years, has been promoted 
to manager of the media department. 
Accounts at the agency that are 
tv-active are Corn Products Refining 
Co. (Mazola, Karo and Niagara) 
and Oral Roberts. 


JAMES WATTERSON, timebuyer 
at Lambert & Feasley, Inc., New York, 
has moved to Slenderella International 
as tv-radio coordinator. At L&B he 
worked on Listerine assisting William 
Hinman. 


MARION VILMURE has been 
named media director of the Los 
Angeles office of Barnes Chase Co. 
She formerly held a similar position 
with Roy S. Durstine, Inc. 


PAUL C. LEGER, formerly assist- 
ant merchandising and advertising 
manager of Kendall Mills (Curity 
baby products), has joined Reilly, 
Brown & Tapply, Inc., Boston, as 
media director. 


PHYLLIS ROARK has joined Bo 
Bernstein & Co., Providence, R. L., 
as timebuyer and traffic manager. 
Mrs. Roark has had radio station 
and public-relations experience. 











CHARLES PFIZER & CO., INC. 


(Dowd, Redfield & Johnstone, Inc., 
mx) 
For BONADETTES the company will be 


setting up schedules of from 12 to 14 
spots per week in ten major markets 


beginning in May. Day and fringe night- 


times will be used and the spots will 
probably be minutes and 20's. Betty 
Nasse is the timebuyer. 


PHARMACO, INC. 

(Doherty, Clifford, Steers & Shen- 
field, Inc., N. Y.) 

There will be a test for CHOOZ in 
Amarillo, Fort Smith, Oklahoma City and 
Tulsa. It is expected to get started in 
March and will run for 14 weeks, using 
daytime minutes. Sam Vitt is the 
timebuyer. 


(Continued on page 64) 
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“Don’t worry, Pm 


not going to sing” 


HE OLD LADY had lost her voice. That 
T rich. vibrant contralto which had rung 
through opera’s golden age was long gone. 
And she made no bones about it. 

Standing at the network microphones, 
she'd loudly promise her audience: “Don’t 
worry, I’m not going to sing.” 

Yet, every Christmas Eve, she did sing. 
And millions of homes hushed to listen. 
For Stille Nacht, Heilige Nacht does not 
demand a big voice. Rather, a big heart. 

And Ernestine Schumann-Heink had 
always had that. From the beginning, 
when she threw away her budding career 
for love, only to wind up deserted with 
her four children. Through World War I, 
when she sang to sell Liberty Bonds while 
she had sons fighting—on both sides. Right 
up to the end of her turbulent life, she 
stayed warm, generous and brave. 

Naturally, her adopted country loved 
her. Because Americans admire heart, and 
as the little stories in every daily paper 
show, they have plenty of it. That’s one of 
the vital reasons why America is strong 
and why her Savings Bonds are a tremen- 
dous guarantee of security. 

The heart and strength of 165 million 
Americans stand behind these Bonds. 

There could be no better guarantee. So, 
for yourself, and for your country, invest 
in U.S. Savings Bonds regularly. And hold 
on to them. 

* * * 





It’s actually easy to save—when you buy 
Series E Savings Bonds through the Payroll | 
Savings Plan. Once you *ve signed up at your | 
BY office, your saving is done for you. The 

nds you receive pay good interest—3% a 
year, compounded half-yearly when held to | 
maturity. And the longer you hold them, the 
better your return. Even after maturity, they 
go on earning 10 years more. So hold on to 
your Bonds! Join Payroll Savings today—or 
buy Bonds where you bank. 


Safe as America—U.S. Savings Bonds 


zhe U.S. Soverament, singe not pay for 
advertisemen is donated by 
this eee in aan eration with the 
ertiomnd Council and ee L Musurine 
lishers of Am 
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Theobald Named 
Edward R. Theobald has been 


appointed account executive in 
the Chicago office of Venard, 
Rintoul & McConnell, Inc., tv- 
radio station representatives. He 
succeeds Jack McWeeny who has 


resigned. 

















Spot (Continued from page 63) 


PURE OIL Co. 

(Leo Burnett Co., Inc., Chicago) 

This oil firm is looking at half-hours for 
southern markets. Regional distributors 
have much influence in making selections. 
Doug Burch is supervisor on the account. 


RALSTON PURINA CO. 

(Gardner Advertising Co., St. Louis) 
New PURINA DOG CHOW will use spot 
tv to supplement its network and magazine 
campaign. Patricia Schinzing is the 
timebuyer. 


REVLON PRODUCTS CORP. 


(Dowd, Redfield & Johnstone, Inc., 
net 

The spot campaign for BABY SILICARE 
POWDER starts the week of February 
11 in seven markets on the West 

Coast. The schedules consist of nighttime 
minutes and is set to run for 13 weeks. 
Carol Diem is the timebuyer. 


SCOTT PAPER CO. 
(J. Walter Thompson Co., N. Y.) 


This firm is underway with a spot 

tv campaign in 10 scattered markets. The 
length of the schedules vary according 

to market. Jayne Shannon and Marie Barbato 
are the timebuyers. 


7-GELATIN-PLUS 

(M. B. Scott, Inc., L. A.) 

The company’s GELATIN-PLUS is a new 
product. It is described as a food 
supplement which serves as an aid for 
nails that split, peel, chip and break. The 
firm announces that it will use spot tv 

and radio to introduce the product on a 
market by market basis. Walter Leftwich, 
account executive, is the contact. 





/t5 time fo roll up your sleeve... 


/. GIVE 





CALL YOUR RED CROSS TODAY! 


NATIONAL BLOOD PROGRAM 











Vincent Daraio, timebuyer at Hicks & 
Greist, Inc., N. Y., does the buying for 
Taylor-Reed’s Cocoa Marsh. 


STANDARD OIL OF 
CALIFORNIA 
(Batten, Barton, 
Inc., L. A.) 
The company has added Boise and Belling- 
ham in its list of markets in which it is 
sponsoring Guild Films’ Captain David 
Grief (see Tele-scope, Oct. 22, 1956) 
Elizabeth Share is the timebuyer. 


Durstine & Osborn, 


STUDEBAKER-PACKARD 

DEALERS 

(Benton & Bowles, Inc., N. Y.) 

This auto firm’s dealer groups ir the Mew 

York and Cleveland areas are sponsori":¢ 
(Continued on page 66) 





Uhf Relief 


There seems to be more than 
one way not only to skin a cat 
but to get excise-tax relief. In an 
appeal to all fellow uhf oper- 
ators, Ed Breen, president of 
KQTV Fort Dodge, proposed a 
new way for the government to 
aid uhf by altering excise-tax 
laws. 

Mr. that the 
present plan to lift the ten-per- 
cent Federal tax on all-channel 
sets has little chance of getting 
Congressional approval. Uhfers 
had hoped that such relief would 
stimulate the manufacture of 
all-channel sets. Mr. Breen, how- 
ever, proposed that the same pur- 
pose could be achieved if the tax 
on vhf-only sets were increased 


Breen noted 


to 20 per cent. He urged stations 
to write to their Washington rep- 
resentatives for support. Such a 
tax he said, actually 
would work with the government, 


increase, 


in view of the big 


budget. 


peacetime 




















OLD HANDS IN A YOUNG INDUSTRY 


Once you’ve made the spot buy on 
WNCT, they take over in your behalf. 
These are the skilled hands of a TV 
pioneer’s experienced staff, any one of 
whom could qualify as your right-hand 
man or Gal Friday. 


They are the hidden part of your pur- 
chase of TV station time, working in 
the area Hollywood christened “Behind- 
The-Scenes”. And yet, so few buyers 
ever see it or give it consideration. 





Their job is to get your message on the 
orb you would if you could do it your- 
self. 


Neither surveys nor industry reference 
books list this information. However, 
those who have used WNCT know of 
it from personal experience. 


WNUK” 
channel 9 rama e+? 


Pre wer watts ghee al 





REPRESENTED eavsqaanan a? BY te 


FOOTNOTE: Pulse and Nielsen, old hands in the survey business, published figures verifying 
that WNCT is Eastern Carolina’s #1 TV station. The Hollingbery man can place this data in your hands. 
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WAY OUT 
IN FRONT! 


Oldtime steamboat races along 
our Ohio River Valley were often 
close, and hazardous to put your 
money on. Quite different from 
today’s audience race among 
TV stations. When you put your 
money on WSAZ-TV, you’ve 
picked THE winner. Survey after 
survey gives the title to this 69- 
county giant — and the latest 
Nielsen is no exception. Consider 
these WSAZ-TV margins over 
the next-best station: 


95,670 more homes per month 
99,430 more homes per week 


101,130 more daytime homes, 
weekdays 


100,580 more nighttime 
homes, weekdays 


WSAZ.-TV steams with compar- 
able popularity across a four- 
state domain wherein almost 
$4,000,000,000 buying power 
awaits advertisers who like to 
ride with the winner. The gang- 
way is down at any Katz office. 


HUNTINGTON-CHARLESTON, W. VA. 
Ww.3.c. NETWORK 
Affiliated with Radio Stations 
WSAZ, Huntington & WGKV, Charleston 
LAWRENCE H. ROGERS, PRESIDENT 
Represented by The Katz Agency 
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research) . 
Media group directors: Charles B. 
Timebuyers: 
Simmons. 


PETER BARDACH: 


brushes and Antiseptic). 


and Clairol, Inc. 


* One of a series 





Agency Timebuying Assignments* 
Foote, Cone & Belding, N. Y. 


Director of media: Paul E. J. Gerhold, vice president (also in charge of 


Hoffman and Arthur Pardoll. 
Peter Bardach, Paul Clark, Richard C. Pickett and Penelope 


Reporting to Mr. Hoffman and handling the following accounts are: 

Liebmann Breweries, Inc. 

business manager of broadcast media for this brewer of Rheingold Beer.) 
PAUL CLARK: Liebmann Breweries, Inc., and Transworld Airlines, Inc. 
Reporting to Mr. Pardoll and handling the following accounts are: 
RICHARD C. PICKETT: Lever Bros. Co. (Pepsodent Toothpaste, Tooth- 


PENELOPE SIMMONS: Lever Bros. Co. (Imperial Margarine and Spreez) 


(Mr. Bardach is also 








Spot (Continued from page 64) 


the International News Service Telenews 
Weekly News Review. The New York group 
is using wrca-tv New York, wnHc-Tv New 
Haven, while the Cleveland area dealers 
are using wLw-c Columbus, O., and 
WFMJ-TV Youngstown. There is a good 
chance that other dealer groups will be 
buying tv spots soon. Don Chapman is 

the timebuyer. 


TAYLOR-REED CORP. 
(Hicks & Greist, Inc., N. Y.) 


The company is now sponsoring local kid 
shows in New York, Philadelphia. Boston 
and New Haven for COCOA MARSH. It is 
thinking about adding more markets, 

also with kid-show buys, and is presently 
drawing up market list. Vincent 

Daraio is the timebuyer. 


TECHNICAL TAPE CORP. 
(Product Services, Inc., N. Y.) 


The agency just took on this account. The 
company will be coming out with a new 
product, and there will be much spot 
activity for it, since it is understood that 
tv will get a major share of the ad 

budget. The firm is aiming for spring 

but it might take longer. At this point Les 
Blumenthal, executive vice president, 

is the contact. 


WEST END BREWING CO. 
(Harry B. Cohen Advertising Co., 
Inc., N. Y.) 

The brewer of UTICA CLUB BEER will be 





Tinney Joins 


Cal Tinney, well-known news 
commentator, author, lecturer 
and humorist, has been ap- 
pointed director of the newly 
created news department at WNBF 
and wNBF-Tv, the Triangle sta- 
tions in Binghamton, N. Y. 














Channing M. Hadlock, recently pro- 
moted to vice president, Rose-Martin, 
Inc., N. Y., is in charge of tv-radio and 
is active in placing Morrison Co.’s 
Lem pudding schedules. 


sponsoring’ the newest Guild syndicated 
series, Captain David Grief, for 52 
weeks in the following markets: Albany- 
Schenectady-Troy, Altoona, Buffalo, 
Binghamton, Plattsburgh, Syracuse, Utica 
and Watertown. Herbert D. Stott, media 
director, is the contact. 


WHITE HOUSE CO. 
(Victor and Richards, Inc., N. Y.) 


This firm sells records (Top 18 and others) 
via mail order. It is now running campaigns 
in some 30 markets, using minutes. 

The company’s placements all have one- 
week cancellation clauses because, as 

a spokesman told TELEVISION AGE, “we 
have to see results immediately or we're 
not doing any good.” The representative 
also suggested that White House is al- 
ways looking for good buys in any market 
where it “can get results.” Janet Murphy 
is the timebuyer. 


WILSON & CO. 


(United States Advertising Corp., 
Chicago) 

The company is using nighttime 20’s in a 
few selected markets for IDEAL DOG 
FOOD. More markets are expected 

soon. Al Bonk, media director, is 

the contact. 











The Highest Rating EVER Made 


on a Feature Film! 
WoOw.-TV 


Registers 50.5 Trendex- 


95% Audience Share 


with MGM FILM — 
"30 Seconds 


Over Tokyo”! 
(10:30 p.m. Wednesday, Jan. 2) MS 























fal Viewing 


wow-Tv 
Feature Fil 
in OMAHA 


WITH THESE FOUR 


tanding Film Libraries! 








Outs 














FRANK P. FOGARTY, Vice President and General Manager 
A FRED EBENER, Commercial Manager 
Ylor > é — — 











3 IN OMAHA it's WOW and WOW-TV represented by BLAIR-TV, Inc. 
Station IN SYRACUSE it’s WHEN and WHEN-TV_ represented by The KATZ Agency 
IN PHOENIX it’s KPHO and KPHO-TV represented by The KATZ Agency 







IN KANSAS CITY it’s KCMO and KCMO-TV represented by The KATZ Agency 











Meredith Stations are affiliated with Better Homes and Gardens and Successful Farming Magazines 
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Rand 
Sun. News 
Special 
Pharmaceu- 
Seah. Inc. 















































KOSA-TV Now 316,000 Watts, 


Has Maximum Power, Coverage 


terrain! 


strength! 








New Mexico. 


wooed 


[a 










POPULATION: 
468,600 

FAMILIES: 
150,273 

TV SETS: 
90,164 











*KOSA-TV file facts: 
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_ op -RRRTINRRISS Een oa ore $723,885,500.00 
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Now telecasts with maximum power from 1,013-feet above average 


Now covers an important* advertising market of 31 counties in 
West Texas and Eastern New Mexico with 316,000 watts of signal 


Now is the only medium that completely serves this vast area! 


> 


NOTE: MARKET FIGURES: 
SALES MANAGEMENT 1956 


KOSA-TV, Odessa, Texas 
aa with 


REPRESENTED BY JOHN E. PEARSON TELEVISION, INC. 
























The announcement by National Tele- 
film Associates, Inc., that it had signed 
a sponsor — the Warner-Lambert 
Pharmaceutical Co.—for its film net- 
work touched off a new wave of Wall 
Street interest in this comparative 
newcomer. 

The price of NTA has scrambled 
up to $954 per share on the American 
Exchange, a substantial jump for a 
security that was offered at $5 per 
share and was selling at slightly over 
$2 per share early in 1956. 

Warner-Lambert will sponsor an 
initial 39-week period of feature films 
from the 20th Century-Fox library 
(see Newsfront, page 23). To NTA 
the deal is important psychologically 
and financially. It proved it could 
create a “network” that was not the 
traditional concept of a network. 

The financial side is equally im- 
portant. Warner-Lambert will pay ap- 
proximately $2.6 million for its 
sponsorship, which will cover only the 
first hour of the 90-minute program 
time, leaving another half-hour to be 
sold. But Ely A. Landau, NTA presi- 
dent, thinks that time will be sold 
shortly. The sale gives NTA a boost in 
its tv film-selling program and returns 
some money that can be used to pay 
off the debt owed to the co-owner of 
the NTA Film Network, 20th Century- 
Fox. 

“National Telefilm Associates is re- 
ported to be having an outstanding 
second quarter, which ended Jan. 31. 
Results are anticipated to be at least 
as good and possibly better than the 
35 cents per share ($225,619) earned 
in the first fiscal quarter. The six- 
months net is likely to top the 68 cents 
per share ($441,877) earned in the 
entire 1956 fiscal year and far exceed 
the 22 cents per share ($145,051) re- 
ported in last year’s first half. 
Future Sales Outlook. [t seems 
certain that NTA will enter the second 
half of its fiscal year, which ends July 
31, with a record “backlog” of net 
deferred income, indicating a con- 
tinuing high level of film-rental in- 
come in the months ahead. 

The future sales outlook is enhanced 





Wall Street Report 


by the fact that a large part of NTA’s 
library of high-grade film product is 
still to be fully exploited market-wise. 
Furthermore, additional product of the 
type for which there is a strong de- 
mand continues to be purchased. 

Sparking the sharp improvement in 
National Telefilm’s earning power have 
been the several packages of films ac- 
quired during the past dozen months. 
These include the first group of fea- 
tures (52) released for television last 
year by 20th Century-Fox, the major 
part of Paramount’s pre-1948 short- 
subject library, 11 David O. Selznick 
films and NTA’s first venture into 
television production, the western half- 
hour series called The Sheriff of Co- 
chise. Recently completed was a trans- 
action with Paramount Pictures which 
gave National Telefilm ownership of 
six pictures, some of which will be 
placed into tv distribution, with others 
receiving motion-picture theatre distri- 
bution through a newly formed subsid- 
iary, NTA Pictures, Inc. 

The most important of National 
Telefilm’s product buys is the group of 
156 top features purchased from 20th- 
Fox as part of a $30-million transac- 
tion that could include a total of 390 
pictures. 


Possible 
with the possibility of these additional 
234 films being purchased from 20th- 
Fox, with several other large Holly- 
wood film libraries due to be released 
soon for tv bidding, and with NTA 
entering the syndicated-series field full 
force in joint projects with Desilu 
Productions and 20th-Fox, it is be- 
lieved that National Telefilm may have 
to consider large-scale new financing. 
NTA’s only previous public financing 
was in June 1955, when 312,500 shares 
of common stock were marketed at $5 
per share. 

It’s understood that NTA will issue 
from $7 to $10-million worth of 
securities. It’s assumed that $2.5 mil- 
lion will be used to clear up some 
short-term indebtedness, and the re- 
mainder would be available for use in 
bidding on other libraries and to pro- 
vide more working capital, should the 


Refinancing. However. 


growth accelerate more 


company’s 
rapidly than it has to date. 


Another bright spot in National 
Telefilm’s outlook is the NTA Film 
Network (50 per cent owned by NTA, 
50 per cent by 20th Century-Fox). 
One hundred 


covering about 85 per cent 


stations 
of the 
country’s tv homes are reportedly now 
affiliated with the network. The NTA 
Film Network introduces a new con- 


twenty-eight 


cept—a network based solely on film 
programming, thus eliminating the ex- 
pensive element of coaxial cables that 
now tie other networks together. 


Diversified Activity. The Warner- 
Lambert sponsorship gives NTA a 
more diversified background than most 
tv film-distribution organizations. Its 
film product will include features, short 
subjects, cartoons, and half-hour 
series. It will be selling to tv stations, 
advertisers, its own network and mo- 
tion-picture theatres. Since it is also 
venturing into the field of joint pro- 
duction on tv series, it will have 
plunged into almost every area of 
activity, barring station ownership 
which may not be barred for long. 
At NTA’s Dec. 12 annual meeting 
Mr. Landau indicated that while it 
was difficult to anticipate to any degree 
the accuracy of what the gross sales 
of income on the 20th-Fox films might 
be, the management was estimating 


between $10 million to $12 million for 


(Continued on page 76) 





























Ni iles (Continued from page 41) 


months additions and improvements 
were made to the headquarters. Today 
in the Niles building there are, in ad- 
dition to the 4,000 square-foot sound- 
proof stage, a complete electric 
kitchen, dark room, loading room, 
portable as well as permanent dressing 
rooms, large stock and storage space, 
carpenter shop, separate rooms for 
props, projection equipment, sound, 
editing and art department, plus two 
conference rooms and several admin- 
istrative and executive offices. 

With increased space increased busi- 
ness rolled in. Clients came to Niles 
from Michigan Avenue as well as from 
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MADISON AT 50TH 


English Lounge 
Meeting place 
of.show business 


Two of the finest hotels in New 
York are just “around the corner” 
from CBS, Dumont or NBC. 
Beautifully decorated rooms 
and suites for permanent 
or transient residence. 

Ideal headquarters. 


Berkshire 


MADISON AT 52ND 
Barberry Room 
‘Where the celebrities 

go after theatre 
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Chart (Continued from page 68) 


Wks. Swift Co.; Fri.—Swift & 
Co. ; Fri, —10:30-45 a.m. Johnson 
Fri. 10:45-11 a.m. 


J Al 
Lever; 11-11:15 a.m. Yardley Alt. Wks. 
Pittsburgh Plate Glass Co. 11:15-30 
am, A, B. ley Alt. s. 8.0.8. 
Our Miss .—Tues.— Alt 
Wks, 2-2:30 p.m. Best Foods; Wed.— 
Alt. Wks. 2- P. Gerber; Thu.— 
Alt. Wks. 2:15-2:30 p.m. Nestle; Fri.— 
Alt. — 2:15-2:30 p.m. Johnso; 


ds." Fri.—Lever 
Tues. oy —Kellog. 2:45-3 = m. Mon— 
| Camp ; wees, — | : oy 


ee ; 
Saturday Night Spectacular.” (every 
fourth Saturday 9-10:30 p.m. “‘Hall- 


mark Hall of eo" (five 90-minute 
dramas on Sundays and one on Wednes- 
day evening). 











agencies in Grand Rapids, Omaha, 
New York, Nashville, Kansas City, St. 
Louis, Madison, Cincinnati and Cleve- 
land. The company has made in the 
last year filmed commercials for such 
advertisers as Standard Oil of In- 
diana, Procter & Gamble, American 
Dairy Association, Corn Products Re- 
finery, Colgate-Palmolive, Kellogg Co., 
Swift & Co., Kraft Foods, Curtiss 
Candy, Pabst, Quaker Oats, Admiral, 
Johnson’s Wax and Wilson & Co. 

Niles set up its Hollywood division 
as early as January 1956, headed by 
Chris Petersen Jr., another ex-Klingite. 
This branch now makes its headquar- 
ters at the RKO-Pathe lot where it 
handles all Niles animation work, as 
well as acting as the central office for 
the firm’s syndicated commercials. 

The company’s activities include 
filming of the tv version of The Na- 
tional Barn Dance. It still makes the 
Oral Roberts filmed half-hours which 
are now placed in 123 markets. Niles 
has produced two pilot films this past 
year: Old Tyme Jamboree, a polka 
program, and The Sam Evans Show, a 
Negro disc-jockey show. The firm 
films the All Star Golf series, distrib- 
uted by Walter Schwimmer Produc- 
tions. 

The company has developed and 
patented its own method of filming 
called Camtronic, which uses live 
cameras for shooting film. The live 
cameras are connected to a bank of 
monitors, the picture the director se- 
lects for the on-the-air monitor is 
picked up by an Auricon camera and 
this becomes the work print. Mr. Niles 
says that this system eliminates much 
editing and laboratory costs and thus 
saves from 25 to 35 per cent over con- 


ventional filming methods. “It also 
heightens efficiency,” he adds. 

And Mr. Niles has other comments 
to make. For instance, on the reasons 
for his organization’s million-dollar 
first year: “Our way of working from 
the storyboard to the finished product 
is not too dissimilar from that of other 
film companies, I am sure. But I be- 
lieve if there’s anything that sets us 
apart it’s our creativity. By that we 
mean the initiation of an idea that is 
sound in advertising logic and motion- 
picture technique. An idea that will 
sell as it entertains. It’s part of our 
constant striving for the slightly dif- 
ferent, the fresh, even the off-beat.” 

Fred Niles has this to say about his 
company’s present plans: “We're going 
to aim for a second-year gross of $1.5 
million. But | wouldn’t be surprised if 
we hit $2 million. We like to think of 
ourselves as a pace-setting film com- 
pany when it comes to turning out 
television commercials and programs. 
And we hope in the coming year to 
expand into other fields. For instance, 
the filming of conventions here in 
Chicago, the world’s cenvention cap- 
ital. We also plan to get into television 
distribution. And further, we intend to 
extend our scope in television produc- 
tion to include specially designed day- 
time programs. Then, too, we will pro- 
duce for theatrical release, as well as 
make public-relations and industrial 
films.” 

And finally, summing up, Mr. Niles 
looks to his multi-projected, multi- 
million-dollar future as a challenge he 
is confident he can lick. And he 
promises: “Whatever we do, we will 
produce the best motion pictures we 
know how.” 
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H-R in Miami 


A Miami 
opened by H-R Representatives 
and H-R Television; New York. 

Alex Campbell Jr., formerly 
with General Teleradio’s na- 
tional sales department, has 
been named head salesman. The 
Miami operation will be H-R’s 
ninth office. 

The address: 529 Pan Amer- 
ican Bank Building, Miami 22, 
Fla. Phone: Franklin 3-7753. 





branch has been 


























Feature (Continued from page 57) 


PENNSYLVANIA 


Altoona, WFBG-TV: AAP Warner 
Bros. (754); C&C Movietime (742) ; 
MGM Golden Treasury (723); NTA 
20th Century (52). Rep.: Blair-Ty. 


Erie, WICU: RKO Million Dollar 
(44). Rep.: Edward Petry & Co., Inc. 


Erie, WSEE: NTA 20th Century 
(110), Fabulous Forty, TNT; AAP 
Warner Bros. (50). 


Harrisburg, WCMB-TV: NTA 20th 
Century, Fabulous Forty (191); 
TELE-PICTURES (70). Rep.: Gill- 


Perna, Inc. 


Harrisburg, WHP-TV: NTA 20th 
Century (52), TNT. Rep.: The Bolling 
Co. 


Johnstown, WJAC-TV: SCREEN 
GEMS Movie Parade (104); NTA 


Fabulous Forty. Rep.: The Katz 
Agency, Inc. 
Philadelphia, WCAU-TV: NTA 


20th Century (90), Selznick (11); 
HTS (100); SCREEN GEMS (140); 
RKO Million Dollar (60). Rep.: CBS 
Tv Spot Sales. 


Philadelphia, WFIL-TV: MGM 
Golden Treasury (723); NTA 20th 
Century (52); C&C Movietime (742) ; 
AAP Warner Bros. (754); ABC 
FILM Anniversary (15); QUALITY 
(42); TELE-PPICTURES (70); 
CHERYL (15). Rep.: Blair-Tv. 


Philadelphia, WRCV-TV: NTA 
Fabulous Forty. Rep.: NBC Spot Sales. 
Pittsburgh, KDKA-TV: HTS 


(325); C&C Movietime (742); NTA 
20th Century (108), TNT. Rep.: 
Peters, Griffin, Woodward, Inc. 


Scranton, W ARM-TV: AAP Warner 
Bros. (754); SCREEN GEMS Movie 
Parade (104). Rep.: The Bolling Co., 


Inc. 


Scranton, WGBI-TV: SCREEN 
GEMS Movie Parade (52); NTA 
20th Century (85), Fabulous Forty. 
Rep.: H-R Television, Inc. 


Wilkes-Barre, WBRE-TV: NTA 
20th Century (52). Rep.: Headley- 
Reed Co. 


Wilkes-Barre, WILK-TV: 
TNT. Rep.: Avery-Knodel, Inc. 


NTA 


RHODE ISLAND 


Providence, WJAR-TV: NTA 20th 
Century (52), Fabulous Forty, TNT. 
Rep.: Weed Television Corp. 


Providence, WPRO-TV: AAP 
Warner Bros. (290). Rep.: Blair-Tv. 


SOUTH CAROLINA 


Charleston, WCSC-TV: MCA-TV 
Gene Autry-Roy Rogers (104); FLA- 
MINGO (50). Rep.: The Branham Co. 


Charleston, WUSN-TV: NTA Fabu- 
lous Forty (46), Library (100); 
C&C Movietime (740). Rep.: Weed 
Television Corp. 


Columbia, W1IS-TV : NTA 20th Cen- 
tury (52), TNT (35); RKO Million 
Dollar (44); AAP Warner Bros. 
(47); HTS (26). Rep.: Peters, Grif- 
fin, Woodward, Inc. 


Florence, WBTW: NTA Fabulous 
Forty (52); FLAMINGO (26). Rep.: 
CBS Tv Spot Sales. 


Greenville, WFBC-TV: RKO Mil- 
lion Dollar (45); TPA Edward Small 
(26); NTA Fabulous Forty (40). 
Rep.: Weed Television Corp. 


SOUTH DAKOTA 

Rapid City, KOTA-TV: NTA 20th 
Century (52), TNT (36). Rep.: 
Headley-Reed Co. 


Sioux Falls, KELO-TV: NTA 20th 
Century (52), Fabulous Forty (46), 


TNT (36). Rep.: H-R_ Television, 
Inc. 

TENNESSEE 

Chattanooga, WDEF-TV: RKO 
General Teleradio (28); M & A 
ALEXANDER (22); TPA Edward 
Small (20); NTA Fabulous Forty. 


Rep.: The Branham Co. 


Chattanooga, WRGP-TV : NTA 20th 
Century (52). Rep.: H-R Television, 


Inc. 


Knoxville, WATE-TV: NTA 20th 
Century (52), Fabulous Forty. Rep.: 
Avery-Knodel, Inc. 


Knoxville, WBIR-TV: AAP War- 
ner Bros. (58); SCREEN GEMS 
Movie Parade (104). Rep.: The Katz 
Agency, Inc. 


Memphis, WHBQ-TV: C&C Movie- 


time (150); NTA TNT (40), Fabu- 
lous Forty; SCREEN GEMS Hygo 
(26). Rep.: H-D Television, Inc. 


Memphis, WMCT: NTA 20th Cen- 
tury (52). Rep.: Blair Tv. 


Memphis, WREC-TV: NTA Fabu- 
lous Forty. Rep.: The Katz Agency, 
Inc. 


Nashville, WLAC-TV: NTA 20th 
Century (52), Fabulous Forty, TNT. 
Rep.: The Katz Agency, Inc. 


Nashville, WSM-TV: NTA 20th 
Century (88); UA Top 39 (39); 
misc. (104). Rep.: Edward Petry & 
Co., Inc. 


TEXAS 


Abilene, KRBC-TV: MGM Golden 
Treasury (723). Rep.: John E. Pear- 
son Television, Inc. 


Amarillo, KFDA-TV : MGM Golden 
Treasury (714); SCREEN GEMS 
Movie Parade (104); NTA Selznick 
(40). Rep.: H-R Television, Inc. 


Amarillo, KGNC-TV: NTA 20th 
Century (52), Fabulous Forty. Rep.: 
The Katz Agency, Inc. 

Austin, KTBC-TV: NTA Fabulous 
Forty. Rep.: Paul H. Raymer Co. 
Beaumont, KFDM-TV: NTA 20th 
Century (52). Rep.: Peters, Griffin, 
Woodward, Inc. 

Big Spring, KBST-TV : FLAMINGO 
(28) ; SCREEN GEMS Unity Westerns 


(50), Hygo-Unity Features (10). 
Rep.: John E. Pearson Television, 


Inc. 

Corpus Christi, KSIX-TV : SCREEN 
GEMS Movie Parade (104), Mystery 
Parade (55). Rep.: H-R_ Television, 
Inc. 

Corpus Christi, KVDO-TV: NTA 
Fabulous Forty, TNT. Rep.: Young 
Television Corp. 

Dallas, KRLD-TV: NTA Fabulous 
Forty. Rep.: The Branham Co. 
Dallas, WFAA-TV: NTA 20th Cen- 
tury (52). Rep.: Edward Petry & Co. 
El Paso, KROD-TV : NTA 20th Cen- 
tury (52), Fabulous Forty, TNT. Rep.: 
The Branham Co. 

El Paso, KTSM-TV: UA Top 39 


(Continued on page 74) 
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(39); RKO Million Dollar (17); 
MCA-TV Roy Rogers-Gene Autry 
(123). Rep.: George P. Hollingbery 
Co. 


Fort Worth, WBAP-TV: C&C 
Movietime (indefinite). Rep.: Peters, 


Griffin, Woodward, Inc. 


Fort Worth, KFJZ-TV : MGM Gold- 
en Treasury (723); AAP Warner 
Bros. (754); SCREEN GEMS Movie 
Parade (104); MCA-TV Rogers-Autry 
(123); NTA TNT (40). Rep.: H-R 


Television, Inc. 


Fort Worth, WBAP-TV: C&C 
Movietime (740). Rep.: Peters, Griffin, 
Woodward, Inc. 


Galveston, KGUL-TV: NTA Fabu- 
lous Forty. Rep.: CBS Tv Spot Sales. 


Harlingen, KGBT-TV: NTA Fabu- 
lous Forty, TNT. Rep.: H-R Television, 


Inc. 


Houston, KPRC-TV: NTA 20th 
Century (56), Selznick (30); AAP 
Warner Bros. (720). Rep.: Avery- 
Knodel, Inc. 


Houston, KTRK-TV: C&C Movie- 
time (740). Rep.: George P. Holling- 
bery Co. 


Laredo, KHAD-TV : GUILD MPTV 
(250). Rep.: John E. Pearson Tele- 


vision, Inc. 


Lubbock, KCBD-TV : MGM Golden 
Treasury (723). Rep.: Paul H. Ray- 
mer Co., Inc. 


Lubbock, KDUB-TV (Sweetwater, 
KPAR-FV ): AAP Warner Bros. 
(58); NTA 20th Century (104); 
UA Top 39 (39). Rep.: The Bran- 
ham Co. 


Odessa, KOSA-TV: NTA 20th Cen- 
tury (52), Fabulous Forty, TNT. Rep.: 


John E. Pearson Television, Inc. 


San Antonio, KENS-TV : NTA 20th 
Century (86) ; C&C Movietime (371) ; 
ATLANTIC Champion (10); QUAL- 
ITY (50). Rep.: Peters, Griffin, Wood- 


ward, Inc. 


San Antonio, KONO-TV: NTA 20th 
Century (52), Fabulous Forty, TNT. 
Rep.: Clarke Brown Co. 


San Antonio, WOAI-TV: MGM 
Golden Treasury (753); AAP Warner 
Bros. (725), Movieland (55). Rep.: 
Edward Petry & Co., Inc. 
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Gerity Gift 


Station owner James J. Gerity 
Jr. has made a substantial con- 
tribution to the civic and cultural 
life of the Saginaw Valley. As 
owner of WNEM-TV Bay City, 
Mr. Gerity has pledged $25,000 
to Flint’s College & Cultural 
Development and another $25,- 
000 to the proposed Tri-County 





College, which would serve 
Saginaw, Bay and Midland 
counties. 


WNEM-TV has been on the air 
since February 1954 and oper- 
ates with maximum 100 kw 
power. Last December a new 
1,060-ft. tower was erected. 

Long active in civic and bus- 
iness affairs, Mr. Gerity’s pres- 
ent activities include: advisory 
council, U. of Notre Dame’s 
College of Commerce; _ state 
board of the American Cancer 
Society, and the Adrian, Mich., 
YMCA. In addition to WNEM- 
tv, Mr. Gerity owns radio sta- 
tions WPON Pontiac and WABJ 
Adrian. 











Temple-Waco, KCEN-TV: NTA 
Fabulous Forty (46), TNT (36); 
INTERSTATE (56). Rep.: George 


P. Hollingbery Co. 


Weslaco, KRGV-TV: NTA Fabu- 
lous Forty. Rep.: John E. Pearson 
Television, Inc. 


Wichita Falls, KFDX-TV : NTA 20th 
Century (148); AAP Warner Bros. 
(156). Rep.: Paul H. Raymer Co. 


Wichita Falls, KSYD-TV: NTA 
TNT. Rep.: Blair Television Associ- 


ates, Inc. 


UTAH 


Salt Lake City, KSL-TV: SCREEN 
GEMS Mystery Parade (52). Rep.: 
CBS Tv Spot Sales. 


Salt Lake City, KTVT: NTA 20th 
Century, Fabulous Forty. Rep.: The 
Katz Agency, Inc. 


Salt Lake City, KUTV: SCREEN 
GEMS Movie Parade (104); AAP 
Warner Bros. (754); NTA 20th Cen- 
tury (26), TNT-Selznick (40); HTS 


(24); C&C Movietime (742); AT- 
LANTIC (12). Rep.: George P. Hol- 
lingbery Co. 


VERMONT 


Burlington, WCAX-TV:  FLA- 
MINGO Features (26); AAP Movie- 
land (26); NTA Fabulous Forty (24). 
Rep.: Weed Television Corp. 


VIRGINIA 


Bristol, WCYB-TV: AAP Warner 
Bros. (216); SCREEN GEMS Movie 
Parade (104). Rep.: Weed Television 
Corp. 


Harrisonburg, WSVA-TV: ABC 
FILM Anniversary (16); RKO Mil- 
lion Dollar (44); TPA Edward Small 
(26). Rep.: Peters, Griffin, Wood- 
ward, Inc. 

Lynchburg, WLVA-TV: TPA Ed- 
ward Small (26). Rep.: George P. 
Hollingbery Co. 


Norfolk, WTAR-TV: MGM Golden 
Treasury (721); NTA 20th Century 
(52), Fabulous Forty, Selznick (40) ; 
UA (39). Rep.: Edward Petry & Co., 


Inc. 


Norfolk-Hampton, WVEC-TV: 
GUILD MPTV (293); RKO Million 
Dollar (47); M & A ALEXANDER 
(145). Rep.: Avery-Knodel, Inc. 


Petersburg, WXEX-TV: NTA 20th 
Century (52), TNT. Rep.: Select Sta- 


tion Representatives, Inc. 


Roanoke, WDBJ-TV : RKO Million 
Dollar (45); FLAMINGO Features 
(26). Rep.: Peters, Griffin, Woodward, 


Inc. 


Richmond, WTVR: NTA Fabulous 
Forty. Rep.: Blair Tv. 


WASHINGTON 


Bellingham, KVOS-TV: AAP War- 
ner Bros. (120); UA Top 39 (39); 
NTA 20th Century (52), TNT (11), 
Fabulous Forty (45). Rep.: Forjoe- 
Tv, Inc. 


Seattle, KING-TV: MGM Golden 
Treasury (723), NTA Fabulous Forty, 
TNT. Rep.: Blair-Tv. 

Seattle, KOMO-TV: NTA 20th Cen- 
tury (52). Rep.: NBC Spot Sales. 
Spokane, KHQ-TV: NTA 20th Cen- 
tury (52), TNT. Rep.: The Katz 


Agency, Inc. 




















Spokane, KREM-TV: SCREEN 
GEMS Movie Parade (104); AAP 
Warner Bros. (178); RKO Million 


Dollar (17). Rep.: Edward Petry 
& Co., Ine. 
Tacoma, KTNT-TV: NTA _ 20th 


Century (86); UA Top 39 (39); 
ATLANTIC Champion (10) ; SCREEN 
GEMS Hygo (22); M & A ALEX- 
ANDER (16). Rep.: Weed Television 
Corp. 


Tacoma, KXLY-TV: NTA Fabulous 
Forty. Rep.: Avery-Knodel, Inc. 


WEST VIRGINIA 


Charleston-Huntington, WCHS.- 
TV: MGM Golden Treasury (723); 
NTA TNT. Rep.: The Branham Co. 


Huntington, WHTN-TV: NTA 20th 
Century (138); UA Top 39 (39); 
ATLANTIC Champion (10). Rep.: 
Edward Petry & Co., Inc. 


Huntington, WSAZ-TV : NTA Fabu- 
lous Forty (40); AAP (20). Rep.: 
The Katz Agency, Inc. 


Parkersburg, WTAP: SCREEN 
GEMS Movie Parade (104); NTA 
20th Century (52). Rep.: John E. 


Pearson Television, Inc. 


Wheeling, WTRF-TV : AAP Warner 
Bros. (80) ; FLAMINGO (26); MCA- 
TV Roy Rogers & Gene Autry (108). 
Rep.: George P. Hollingbery Co. 


WISCONSIN 


Eau Claire, WEAU-TV: NTA Fabu- 
lous Forty, TNT. Rep.: George P. Hel- 
lingbery Co. 


Green Bay, WBAY-TV: NTA 20th 
Century (52), Fabulous Forty, TNT. 
Rep.: Weed Television Corp. 


La Crosse, WKBT: NTA 20th Cen- 
tury (52) Fabulous Forty, TNT. Rep.: 
H-R Television, Inc. 


Madison, WISC-TV: NTA _ TNT. 
Rep.: Peters, Griffin, Woodward, Inc. 


Madison, WKOW-TV: AAP Warner 
Bros. (76); NTA Fabulous Forty 
(46), 20th Century (52); HTS Em- 
erald & Silver (29). Rep.: Headley- 
Reed Co. 


Marinette, WMBV-TV: C&C Movie- 
time (740). Rep.: Venard, Rintoul & 
McConnell, Inc. 





Local Color 


The NBC outlet for Wichita, 
KARD-Tv, has started local color 
broadcasts after three months in 
a new million-dollar plant. 

Initial color show was news 
director Dave Wilson’s 10:30 
p.m. newscast. Late weather and 
the Sports Final have been added. 











Milwaukee, WISN-TV: NTA 20th 
Century (52). Rep.: Edward Petry & 
Co. 


Milwaukee, WITI-TV: NTA Fabu- 
lous Forty, TNT. Rep.: The Branham 
Co. 


Milwaukee, WTMJ-TV: AAP War- 
ner Bros. (58) ; SCREEN GEMS (52) ; 
MCA Autry-Rogers (123). Rep.: Har- 
rington, Righter & Parsons, Inc. 


Milwaukee, WXIX: MGM Golden 
Treasury (723). Rep.: CBS Tv Spot 
Sales. 


Wausau, WSAU-TV: NTA 20th Cen- 
tury (52); Selznick (26); AAP War- 
ner Bros. (97). Rep.: The Meeker 
Co., Inc. 


WYOMING 


Cheyenne, KFBC-TV: NTA 20th 
Century (52), Fabulous Forty. Rep.: 
George P. Hollingbery Co. 


ALASKA 


Anchorage, KENI-TV: NTA 20th 
Century (52), Fabulous Forty, TNT. 
Rep.: James C. Fletcher Jr. 


Fairbanks, KFAR-TV: NTA 20th 
Century (52), Fabulous Forty, TNT. 
Rep.: James C. Fletcher Jr. 


Juneau, KINY-TV: NTA (278). 
Rep.: Alaska Radio-Tv Sales, Inc. 


HAWAII 


Honolulu, KGMB-TV: NTA 20th 
Century (52), TNT. Rep.: Peters, Grif- 
fin, Woodward, Inc. 


Honolulu, KONA: NTA Fabulous 
Forty. Rep.: NBC Spot Sales. 


Wailuku, Maui, KMVI-TV (sate- 
lite of KONA Honolulu): NTA 
Fabulous Forty. Rep.: NBC Spot Sales. 


Memo 


grams of three Phoenix stations— 
KOOL-TV, KVAR-TV and KTVK. These 
stations are about 
Flagstaff. 

Still another translator is to be es- 
tablished in Twenty-Nine Palms, Cal., 
where it will serve a population of 
about 30,000. This station will re- 
broadcast the programs of KNxT Los 
Angeles. 


(Continued from page 53) 


120 miles from 


Whether translators will give com- 
petition to community antennas is still 
to be determined, but there is one case 
in which a c. a. system has been oppos- 
ing establishment of a translator—in 
Palm Springs, Cal. The c. a. is owned 
by Paramount Pictures, which is pri- 
marily concerned with the use of its 
facility for testing its Telemeter system 
of subscription tv. 








Tv Sells Tv 
Ada, Okla.. 


way to liquidating an equip- 
ment indebtedness and at the 
same time creating greater local 
ownership and interest in the 


KTEN is on its 


station. 
In a move that would do 
justice to the sharpest Wall 


Street strategists, KTEN is sell- 
ing six-per-cent preferred stock 
in the station to local people, 
the revenue of which will be 
used to pay off a six-per-cent 
equipment debt to RCA in the 
amount of $190,000. The first 
pitch was made in the- form 
of a tv prospectus—a 30-minute 
show, The KTEN Story, presided 
over by Bill 


president. 


Hoover, station 

The results have been “phe- 
nomenal,” he reports. In a seven- 
day period, a total of $32,700 
worth of stock was sold to about 
175 people. 

The officers and board of di- 
rectors determined that the stock 
issuance was just good business 
all around. The equipment debt 
will be cleared up, the six per 
cent will stay in the local buying 
market and resident-viewers have 
a chance to take a “real interest” 
in the station. 
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DIAGNOSIS: 


knife wound in 
the heart 


NDER THE blazing sledge hammer of 
U a Chicago heat wave, the cramped 
operating room shimmered like an oven, 
reeking of ether. Six frock-coated doctors 
huddled in fascination, watching deft 
hands reach into a human chest and ex- 
pertly stitch up a fluttering wound in a 
pulsing heart. 

Would he live? The surgeon mopped 
his brow and hoped. But the year was 
1893; the operation, fantastic. 

Live? Yes he would live for many more 
years, thanks to the skill of Dr. Daniel 
Hale Williams. 








Abandoned as a child, Williams, a | 
Negro, had struggled hard for his medi- | 


cal education. Now only 37, he had al- 
ready founded America’s first interracial 


hospital, Provident. And here he had just | 


performed the first of his great pioneering 
operations. 
Sensitive and brave, Daniel Hale Wil- 


liams was blessed with the same urge to | 


help his fellow man that binds and 
strengthens Americans today. And these 
strong, unified Americans are our coun- 
try’s real wealth—the real backing behind 
our nation’s Savings Bonds. In fact, 
they’re the true reason why United States 
Savings Bonds are one of the world’s 
finest, safest investments. 

For your security and America’s, in- 


vest in Savings Bonds regularly. And hold | 


on to them! 
a * * 


It’s actually easy to save—when you buy | 


Series E Savings Bonds through the Payroll 
Savings Plan. Once you've signed up at your 
pay office, your saving is done for you. The 
Bonds you receive pay good interest —3% a 
year, compounded half-yearly when held to 
maturity. And the longer you hold them, the 
better your return. Even after maturity, they 
go on earning 10 years more. So hold on to 
your Bonds! Join Payroll Savings today—or 
buy Bonds where you bank. 


Safe as America - US. Savings Bonds 


© 


The U. S. Government does not pay for 
} rd advertisement. It is donated by 
is bl in with the 
Advertising Council and the Magazine 
Publishers of America. 
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Larmon Named 
President Eisenhower has 
nominated Sigurd S. Larmon, 
president of Young & Rubicam, 
Inc., to serve a second three- 
year term on the United States 
Advisory Commission on _ In- 
formation. He has been a mem- 
ber of the commission since 
March 1954, when the agency 

was established by Congress. 








KTXL-TV San Angelo, Tex.; KENS-TV 
San Antonio; xXxeEtv San Diego; 
WSAV-TV Savannah; KTNT-TV Seattle; 
KTIV Sioux City; KREM-TV Spokane; 
WHYN-TV Springfield, Mass.; KPAR-TV 
Sweetwater, Tex.; WSUN-Tv St. Peters- 
burg; Kvoa-Tv Tucson; KOTV Tulsa; 
KLIX-TV Twin Falls, Ida.; WMAL-Tv 
Washington, D. C.; watr-tvy Water- 
bury; wcNny-Tv Watertown, N. Y.; 
KsyD-Tv Wichita Falls, Tex.; KTVH 
Hutchinson, Kan.; wWiLK-tv Wilkes- 
Barre; WNow-Tv York, Pa. 





News (Continued from page 27) 


Charleston, S.C.; wcHs-tv Charleston, 
W. Va.; wpEF-Tv Chattanooga; wen- 
TV Chicago; wkrc-tv Cincinnati; 
wJw-tv Cleveland; wpak-tv Colum- 
bus, Ga.; wcsi-tv Columbus. Miss.: 
WTVN-TV Columbus, O.; KFJz-Tv Dal- 
las; WMSL-TV Decatur, Ala.; wrvp De- 
catur, Ill.; KTvR Denver; wor-tTv Des 
Moines; CKLW-Tv Detroit; KDIX-TV 
Dickinson, N.D.; wrvy Dothan, Ala.; 
KDAL-TV Duluth; wtvp Durham; 
WEAU-TV Eau Claire. 

wsJv-Tv Elkhart; KRop-tv El Paso: 


KTVF Fairbanks; KxJB-TvV Fargo: 
win-T Ft. Wayne; KREXx-Tv Grand 
Junction; KFxJ-Tv Montrose, Col.: 


WBAY-TV Green Bay; wcmB-tv Harris- 
burg; WDAM-Tv Hattiesburg, Miss.; 
KLRJ-TV Henderson, Nev.; KTRK-TV 
Houston; WLBT Jackson, Miss.; KRCG- 
TV Jefferson City, Mo.; WARD-Tv Johns- 
town, Pa.; KINY-Tv Juneau; KMBC-TV 
Kansas City, Mo.; KHOL-Tv Kearney, 
Neb.; wBir-Tv Knoxville; WFAM-TV La- 
fayette, Ind.; KLFY-tTv Lafayette, La.; 
KOLN-TV Lincoln; KATv Little Rock; 
KTTV Los Angeles; KpuB-Tv Lubbock, 
Tex.: wisc-Tv Madison. 

wMCT Memphis; wess-Ttv Miami; 
witi-Tv Milwaukee; wTcn-Tv Minnea- 
polis; KCJB-TV Minot, N. D.; WALa-TVv 
Mobile; KNOE-Tv Monroe; WCOv-TV 
Montgomery; WLBC-Tv Muncie; wsix- 
TV Nashville; wnuc-tv New Haven; 
wopsu-Tv New Orleans; wpix New 
York; woay-tv Oak Hill, W. Va.: 
KGEO-TV Enid, Okla; KMtTv Omaha; 
WTvH Peoria; KPHO-TV Phoenix; 
KDKA-TV Pittsburgh; wecsH-tv Port- 
land, Me.; Kptv Portland, Ore.: 
WJAR-TV Providence; wtvr_ Rich- 
mond; WDBJ-TV Roanoke. 

WREX-TV Rockford, Ill.; WHBF-tTv 
Rock Island, Ill.; KFEQ-tv St. Joseph, 
Mo.; KSL-Tv Salt Lake City; 


Wall St. 


each package of 78 pictures. That 
would total $50 million to $60 million 
on all five packages. 


(Continued from page 71) 


If these goals are even approached 
during 1957 it’s only natural to expect 
that stockholders would look for a 
dividend. 

One small note. Last February the 
NTA board authorized stock options 
on 40,000 shares of common to of- 
ficers and employees who were not 
directors. The option price was $2.77 
per share, or 85 per cent of the highest 
sale price on Feb. 16. Each option- 
holder can buy 25 per cent of the op- 
tion total annually, and the options 
expire in 1961. In August the board 
then granted stock options to the four 
officers and directors on 60,000 com- 
mon shares at a price of $5.225 per 
share and another 40,000 shares at $5 
per share. These options expire in 
August 1961. 





° High-Low Last 
Stock 


1956-57 Quote* 
ABC 32%- 21% 22% 
ADMIRAL 22%- 12% 13% 
AVCO 7%- 5% 6% 
CBS 34%4- 22% 31% 
DUMONT LABS 10 - 4% 55% 
EMERSON 13%- 5% 636 
GENERAL ELECTRIC 65%4- 52% 5444 
HOFFMAN 253%- 18 18% 
MAGNAVOX 41 - 31% 38%, 
MOTOROLA 51%- 37% 38 
NATIONAL TELEFILM 9%4- 3 9%, 
PHILCO 36%4- 16 163% 
RCA 5034- 315% 333% 
RAYTHEON 20%- 13 19% 
STORER 29%4- 22% 26% 
SYLVANIA 55%- 40% 42% 
WESTINGHOUSE 65%- 50% 55 
ZENITH 141%4- 95 9614 
Over-the-Counter Stocks 
Bid-Asked+ 
AMPEX 3314-34% 
CONSOLIDATED TV 17%-18 
1%- 2% 


OFFICIAL FILMS 


*As of the close, Jan. 29, 1957. 
FAs of Jan. 29, 1957. 











In the picture 


Thomas W. Lapham, who has worked closely with the chief executive officer of the 
agency before, has been made a vice president of Young & Rubicam, New York, and has 
also been appointed to the post of assistant to the president, Sigurd S. Larmon. Mr. Lapham 
is an associate copy supervisor. A graduate of Swarthmore College and a resident of Port 
Washington, Long Island, he joined Young & Rubicam in 1945 as a copywriter. Before 
joining the agency, he was with Montgomery Ward & Co. He was made an associate copy 
director of Y&R in 1951. A few years back, Mr. Lapham and Mr. Larmon collaborated on a 
booklet, Primer for Americans, which was an exposition on the principles of Americanism. 
First published in Look magazine, the Primer was later reprinted and distributed on request 
to schools, educators, business organizations and civic groups. 





Appointed to top management posts at General Foods are 
Robert H. Bennett (left), vice president for marketing, and 
Harlan Logan, vice president for development. Mr. Bennett has 
been with the company since 1927. He has served in almost every 
phase of GF’s marketing activities. In 1950 he became assistant 
general manager, Maxwell House division, and in °52, general 
manager, Jell-O division. He was made a vice president in °55. 
In development, Mr. Logan will be over research, new products 
and GF’s kitchens. Bruce Watson, public-relations director, con- 
tinues to report to Mr. Logan. 





The new president of CBS-TV, Merle S. Jones, makes two ex- 
ecutive appointments in his first month in office. W. Spencer 
Harrison (left) is vice president and business manager of talent 
and contract properties. Thomas K. Fisher has been named to 
the new post of vice president and general attorney. Mr. Harrison 
was formerly vice president in charge of legal and business affairs 
for CBS-TV. Mr. Fisher joined the CBS legal department in 1955 
after ten years with the New York law firm of Donovan, Leisure, 
Newton & Irvine. He has a law degree from the U. of Michigan. 





Mr. Harrison is a law graduate of the U. of Indiana. 


A. E. Rood, a dean among agency financial officers and senior vice president in charge of 
finance for Foote, Cone & Belding, has assumed the administrative duties of the Chicago office 
of the agency. The duties were formerly supervised by Harold H. Webber, who has resigned. 
Mr. Rood will continue to serve as a national administrative officer of Foote, Cone & Belding. 
The agency has offices in New York, Detroit, San Francisco, Los Angeles and Houston, as well 
as in London, Montreal and Mexico City. A native of Chicago, Mr. Rood left the investment 
business in that city to join the old Lord & Thomas agency in 1929 as a financial officer. 
When Foote, Cone & Belding was formed in 1942, he continued with the new agency in the 
same capacity. He was in the New York office of the agency for 14 years, returning to the 


Chicago office in 1955. 





With formation of General Public Relations, Inc., 
as public-relations subsidiary of Benton & Bowles, 
the agency’s p. r. office is merged with Burns W. 
Lee-Patrick O’Rourke, New York and Los Angeles. 
Ward B. Stevenson on (left), vice president and 
p. r. director, Benton & Bowles, has been named presi- 
dent of the new firm. Burns W. Lee (center) is ex- 
ecutive vice president, GPR, with offices in Los 
Angeles. R. L. Jordan, manager of B&B's p. r. de- 
partment, has been named vice president. 
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muwe sox J Camera 





The Herald Tribune Bureau in Lon- 
don reported a while ago that men 
speaking with strong New York ac- 
cents were “moidering” television re- 
ception in southeastern England. 
Listeners to comedy programs found, 
for example, that just as a punch line 
was coming up there would be high- 
frequency disturbances which drowned 
out reception. Then a voice would 
sound out, asking someone—usually 
named “Mac”—to proceed to an ad- 
dress in Jamaica (Long’s Island, not 
the Empire’s). 

The British Broadcasting Corp. was 
stormed with protests, and its engi- 
neers quickly found the source of the 
intruding voices. BBC’s channel 1 and 
a taxi operator in Queens and Nassau 










SS 
(iE 


OZ. 


counties who uses a two-way radio 
setup were transmitting on the same 
frequency. Due to unusual sunspot ac- 
tivity, the hackies were vocally boosted 
across the Atlantic (Ocean, not Ave- 
nue). 

We've met some cab drivers who 
don’t need sunspots. 


= ao * 


Watch that plug! Over KLIx-Tv Twin 
Falls, a local actress was delivering a 
commercial on the virtues of an elec- 
tric range. She reached for the door 
of the oven, suddenly recoiled and fell 
to the floor. The camera quickly 
switched to another scene. 

According to the AP report, an an- 
nouncer later explained to the viewers 
that the actress had apparently received 
“a slight electrical shock.” 
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When that golden egghead, Charles 
Van Doren, reached the $122,000 mark 
on NBC’s Twenty-one show, reporters 
asked him how he would be spending 
his brain lode. 

He told them he’d be getting a sports 
car, some clothes (he was wearing a 
Brooks Brothers suit, but it came from 
the economy floor) and one other 
thing: 

“IT guess I’ve got to get a television 
set. I’ve never had one.” 


af * * 


Local pride: A business man from 
Bangor, Me., while visiting New York 
recently, saw the WCBS-TV promotional 
sign at Times Square which reads, 
Best in View, Channel 2. As soon as 
he returned home he called Murray 
Carpenter, owner of Bangor’s w-Two 
channel 2 to say, “You sure must be 
making money if you can afford to ad- 


vertise on Times Square.” 
ae * * 


From a reliable, close-to-the-source 
informant, we received the following 
excerpt of a phone duologue between 
a Boy Timebuyer and a Girl Civilian. 
It’s reported here to show that once 
a timebuyer, always a timebuyer. 

Boy Timebuyer: What are you doing 
Friday night? 

Girl Civilian: Sorry, have a date to 
go to a night club. 

B. T.: Saturday? 

G. C.: Theatre. Sorry. 

B. T.: Sunday? 

G. C.: Driving out for a shore din- 
ner. I’m truly sorry. 

B. T.: Oh, that’s all right. I wasn’t 
asking for avails, just wanted to get 
an idea of competitive spending. 


ao * * 


What’s in a name? Sometimes you 
can have it both ways. At Thomson Ad- 
vertising, Inc., Peoria, for instance, R. 
A. Jolly is assistant production man- 
ager, while a vice president and copy 
chief is named D. B. Grimm. 





nice 


Dick 


*ARB, Nov.-Dec. 
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DICK MOORE 
KTTV, 
LOS ANGELES 


copes on your station increased its 
audience share 32.8%* in one month. 


Sponsor: Rheingold Beer 


for your market availabilities, 

Call, write or wire 

ABC Film Syndication, 

1501 Broadway, New York e LA 4-5050 














The Wheeling Market is oue of the fastest growing ut 


AMERICA 


The Magazine of Wall Street says “In this Valley of the Ohio history is 
being written.” Fortune observes, “...the Ohio boom is still in its 
infancy.” For YOU it means increased sales by using the dominant 
advertising medium in this rapidly-expanding industrial heartland, 
WTRF-TV, Wheeling. 










Nec 


316,000 watts 
Equipped for network color 


For availabilities and complete 
coverage information—Call 
Hollingbery, Bob Ferguson, 

VP and General Manager, 
or Needham Smith, 

Sales Manager, 

Cedar 2-7777. 





reaching a market that’s reaching 3 new importance! 





NEW YORK 


BOSTON 


DETROIT 


SAN FRANCISCO 


HOLLYWOOD 


DES MOINES 
ATLANTA 


TELEVISION STATION REPRESENTATIVES 








